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C. E. BICKFORD & CO. 
COFFEE BROKERS 
\ND AGENTS 
Since 1886 


NEW YORK NEW ORLEANS 
120 Wall Strece $27 Gravier St. 
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Now you can 
brew coffee 


Mite way the 


does... 


- .cecilware series oI 
TIM MIL a te toe 


Equipped with the remarkable 
GRIDDED RISER — official mechanism 
of the Coffee Brewing Institute 





CECILWARE-COMMODORE PRODUCTS CORPORATION 
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coffee 
by the gallon 


series 
61 


Equipped 
with the 
remarkable 


GRIDDED 
RISER 


“Answer to 
the drooping 
coffee bag,” 


says the 

Coffee 
Brewing 
Institute 


There’s no substitute for 
good coffee ...and no reason 
why you shouldn’t serve the 
best. Cecilware’s new Series 
°61 urn batteries are designed 
to brew coffee the modern 
way — They enable you to 
rediscover how good coffee 


can really be! 


You'll notice the difference in Series 61 urn batteries imme- 
diately. They look different and they are different. Graceful 
paneling gives them a handsome exterior and special improve- 
ments throughout tend to make all older equipment obsolete. 
Here’s why... 

® The exclusive paneled construction of Series ’61 
urns not only adds a handsome appearance, but extra strength 


for sturdiness and long life. 


@ Coffee liner front drain — a feature unique with 
Cecilware — does away with troublesome center connection 
fittings. Complete sanitation and last cup drainage is assured. 

@ Cecilware’s Gridded Riser assures proper and con- 
sistent coffee brewing by the method demonstrated by the 
Coffee Brewing Institute. 

@ The dial thermometer on each Series ’61 boiler 
takes the guesswork out of coffee brewing — assures correct 
temperature at all times. 

@ Self-closing, easy to clean faucets add great con- 
venience and carry out the sanitation theme. 


@ All urns are constructed of durable stainless steel 


with seam welded seams to assure longer life. 


All in all, these urn batteries are a full three years ahead in 
design. They offer the absolute maximum in performance and 
value and will enhance the looks of any restaurant or kitchen. 
Check all the special features of Cecilware’s Series ’61 urn 
batteries before making your buying decision. You'll find 
that only Cecilware gives you the convenience, quality and 


prestige you deserve. 


Water at 
190 to 210 


temperature 4 to 6 


minutes 
filtering 
time 


Level bed of ground coffee 


tAW & POUR: The Gridded Riser, Cecilware’s quick-acting coffee basket recom- 
mended by the Coffee Brewing Institute, utilizes a standard coffee bag and takes 
the droop out of it. It forces all the water to filter faster through the coffee bed 
for uniform and correct extraction. 
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Series 61 
Custom Models 
include 

these 

features 


“ 
MODETI 
o a 4 


FRONT 
DRAIN 


GRIDDED 
RISER 


DIAL 
THERMOMETER 








3-Piece Urn Batteries 


Capacity 


Model 
No. 


CU3P33 3 8 
12 
18 
22 


CU3P55 5 
CU3P88 8 
CU3P1010 10 


Price Approx. 


Shipping 

Coffee Water Coffee Gas Steam Electric Weight 

3 $495 $560 $695 130 Ibs. 
5 160 


5 590 660 79 
8 715 810 995 200 
10 775 870 1095 250 


bef’ 
he 


t 4 


2-Piece Urn Batteries 
Approx. 
Shipping 
Weight 
100 Ibs. 
115 


Capacity Price 


e 
Loffee Water Steam __ Electric 


$365 
415 
535 
580 


Gas 


CU2P10 10 22 515 














| 7 7 
DE LUXE 
a a a 


Series 61 

De Luxe Models 
include 

these 

features 


| 
Op I 
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FRONT 
DRAIN 


GRIDDED 
RISER 


DIAL 
THERMOMETER 


BURNER 


THERMOSTAT 








3-Piece 


Model 
No. 
DX3P933 3 8 

DX3P955 $ 
DX3P988 8 
DX3P91010 10 2 


| 
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Capacity 


Urn Batteries 


Price Approx. 


Shipping 


Coffee Water Coffee Gas Steam Electric Weight 


3 $685 $760 
5 795 860 
8 915 1010 
10 990 1070 


$845 145 Ibs. 
945 180 

1160 225 

1240 275 


2-Piece Urn Batteries 
Price Approx. 
Shipping 
Weight 
110 Ibs. 
125 
160 
195 


Capacity 
Model 


No. Coffee Water 


DX2P93 3 8 
5 12 


18 
10 22 


Gas Steam Electric 


$450 
495 
610 


DX2P910 655 





1E LUXE MODELS IN SERIES °61 HAVE ALL NINE FEAT! 


KES for better coffee making 


1. Self-closing faucets 7. Adjustable water gauge marker 


5. Paneled design for strength and appearance 


Gridded Riser 
Seam welded urn seams 
Dial thermometer 


8. High powered burners 
9. Robertshaw automatic thermostat 


I. 
2; 
3. 


6. Front drain on coffee liners 
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ry : This is the Gridded Riser that the 
Coffee Brewing Institute says is 
“the answer to the drooping coffee 
bag!” Filtering time is reduced 
to only five minutes. 


Electrical Data 


Number of watts used in Cecilware Series '61 urns 


at 208 volts or 236 volts 
Safety Valve 


314" Model Capacity Wattage 
Coffee Water Coffee 

3-piece 2000—3000—2000 
3-piece 2000—4000—2000 
3-piece 3000—6000—3000 
3-piece 3000—7000—3000 

yoyo 2-piece 2000-3000 

Thermostat 2-piece 2000—4000 

on De Luxe 2-piece 3000—6000 

v3) Model 2-piece 3000—7000 


t 


k @ Coffee | Water 

D ss iui oy 
| 

| 


3 gal. coffee 5 gal. coffee 8 gal. coffee 10 gal. coffee 
In making Cecilware Series 61 urns only 


3-piece battery 48” 48” 57” o7” . : 
, 2 * a the finest quality stainless steel is used 
2-piece battery 30 30 36 36 ; 
7 12” 15” 15” in the proper gauge required by each 
Single urn 12” af 6 fs model. All seams (bottoms and sides) are 
Center to center 18 18 21" el” electronically seam welded. The fittings 
Coffee urn 28” 33” 34” 38 and accessories used are the very best 
Height 8 gal. water 12 gal. water 18 gal. water 22 gal. water quality that can be obtained — all from 
Water urn 33” 38” 45” 48” leading manufacturers in their field. 








334,” Water 
Coffee 


Genera! Specifications 


Modification extras: Changes in the Series 

61 urns such as double service faucets, 

CECILWARE-COMMODORE PRODUCTS CORPORATION = it!28: position change, unconen 
2 ae Wize é _ tional layout, etc. are available. Quotations 
Since 1911, more than a million Cecilware-Commodore products in use will be made upon request. 


199 Lafayette Street, New York 12, N. Y. 


Water connections: ¥%2 IPT Steam connections: 2 IPT (De Luxe Model) Gas connections: ¥% IPT 
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Ideal Green Coffee Cleaner Gump Ray-Nox Roaster with Ideal Coffee Cooler Gump Coffee Granulizer 


(eo the complete modern line of 
COFFEE PLANT EQUIPMENT 











Equipment 


Engineering 
Service Trade Tested and Approved 


Assured quality control to established standards ... smooth, coordinated flow of 
coffee through the plant from green bean to packaged product ...and low op- 
erating and maintenance costs are yours when you accept Gump Engineering and 
specify Gump “trade tested and approved” Equipment for your plant. As you 
plan for needed economies and for present or future expansion, be sure you are 
providing the operating advantages and economies of these Gump-built units: 
Bar-Nun Automatic Bag Feeder, 

Ideal Green Coffee Cleaners pick out, suck out and screen out all foreign ma- Opener and Weigher 

terials, in one “three-in-one’’ machine, to send thoroughly cleaned coffee to 

the roaster. 

Ray-Nox Roasters bring out the choice characteristics of the green coffees in 

uniform, fully developed roasts—and simplify roaster cleaning and maintenance. 

Ideai Coolers cool the roast with great rapidity, for maximum flavor retention— 

and without breaking the beans. 

Gump Coffee Granulizers produce cool, clean-cut, consistently uniform grinds 

to desired analyses, at low cost. 

Bar-Nun Automatic Bag Feeders, Openers and Weighers maintain extreme con- 

sistent weight accuracy and cut bag packaging labor costs by substantial 

percentages. 

Bar-Nun ‘“Auto-Check’”? Can Lines, for packing vacuum cans or jars, easily 

maintain heavy production schedules with the highest accuracy and minimum 

attention from operators. 
Complete information on Gump Equipment and Engineering Service is yours for the 


asking. No obligation. 


B.F. Gump Co. ;;. 


1312 South Cicero Avenue, Chicago 50, Illinois, U.S.A. Bar-Nun “Autg-Check” Can Line 


tA? AR Y 7 5 











BANCO CUBANO 
DEL 
COMERCIO EXTERIOR 


Established in 1954 


Edificio LA RAMPA Cable Address: CUBANCOMEX 
Calle 23 Nos. 171-173 Telephones: 30-4127 


Vedado, Havana - Cuba 30-4322 
30-4430 


A dependable Institution handling a large share of 
Cuba's Mild Coffee Crop, both Natural and Washed, of 
the best gradings, obtained at own Processing Plants. 


—-> 


Board of Directors: 

DR. JOAQUIN MARTINEZ SAENZ, Chairman 
DR. EMETERIO S. SANTOVENIA 
BERNARDO FIGUEREDO 
LEOPOLDO CASAS 
VICTOR J. COX 


Managing Director: 


FRANCISCO M. ACOSTA RENDUELES 


Manager: 


CP. PEDRO GOMEZ VICIEDO 


Secretary: 


DR. ARTURO FERNANDEZ GONZALES 


Capital authorized $6,500,000.00 
Capital paid-up 3,500,000.00 
Reserves and Undivided Profits 1,815,853.75 


—_> 


CORRESPONDENTS: 


NEW YORK: Bank of America (International) 
The Hanover Bank 


SAN FRANCISCO: Bank of America 
National Trust and Savings Association 


PARIS -NEW YORK: Societe Generale 











Copyright 1881, by Currier & Ives, New York 
Courtesy of: The Harry T. Peters Collection 


Museum of the City of New York 


hat happened to the 


good old-fashioned cup of coffee ? 


We in the coffee industry know what happened 
to good, old-fashioned, full-bodied coffee— 
with that wonderful aroma and superb flavor 
—it got watered! People began drinking weaker 
and weaker coffee until today’s average 
extraction rate is 64 cups a pound— 

instead of the optimum of 40. 

The Bureau is heading the program to restore 
good coffee. You can help by using this recipe 
on your bags and cans—in advertising 

and promotion. 

It will pay off in better coffee— 

better sales, too. 


___S tHE secret OF Goop corrEE | 











Start with clean coffee maker, fresh coffee, fresh cold water. Use 
proper grind for maker. Measure and time carefully. Always use 
at least 34 of the capacity of any coffee maker. For each serving, 1 
standard coffee measure (2 level measuring tablespoons) to *4 
measuring cup (6 oz.) of water. 

PERCOLATOR: When perking starts, reduce heat. Perk gently 6 to 
8 minutes. Time carefully. 

DRIP: Pre-heat pot. Pour in measured amount of boiling water. 
Brewing should be complete in 4 to 6 minutes. Stir before serving. 
VACUUM: When water boils, reduce heat, insert upper bowl. Stir 
coffee and water and remove from heat. Coffee should remain in 
upper bowl no more than 3 minutes. 

CAUTION: Brewing too long makes coffee bitter. For weaker coffee, 
dilute after brewing according to above recipe. 

NOTE: If you use “‘instant,’”’ vary the strength to suit your taste. 


PAN-AMERICAN COFFEE BUREAU, 120 Wall Street, New York 5, N.Y 














YOU DON’T NEED PROPHETS TO MAKE PROFITS 
.. . WITH A PROFITABLE INSTANT COFFEE 


As bag coffee volume shrinks, and vac-pac tonnage becomes nearly 
profitless, the sales and profits of your brand instant coffee becomes 


more important. 


You make the most of your franchise brand opportunity with the right 
product at the right price, attractively packaged and 


aggressively merchandised. 


DON'T BE FOOLED ... IT'S NOT HOW LITTLE YOU PAY 
FOR YOUR INSTANT COFFEE THAT COUNTS IN DOLLARS 
... IT'S HOW MUCH OF IT YOU SELL! 


The successful roasters marketing of instant coffee and enjoying a high 
share of instant coffee volume, utilize the promotional power of the ex- 
perienced processor, in the battle for more sales . . . bigger profits. 


How about you? 


More leading names in food distribution feature our quality blend under 
their brand than any other processor's blend of instant coffee for 
roaster brands. The success of our famous blend is built on profits . . . 


not by prophets. 


NO OTHER PROCESSOR OF INSTANT COFFEE SERVING COFFEE ROASTERS CAN 
MATCH THE FIGURES FOR SALES PERFORMANCE AND PROFIT PRODUCTION. 


COFFEE INSTANTS, INC. 


133-23 35th AVENUE, 1634 ROLLINS ROAD 
FLUSHING 54, N.Y. . BURLINGAME, CALIF. 


America’s Leading Processor and Merchandiser 
of Instant Coffee for Private Brand Distribution 
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“HOT ON 
ARRIVAL” 


That’s how you deliver 
fresh, stimulating coffee 
when you insist on 


CECILWARE 
'COFFEE CARRIERS! 


| designed exclusively for coffee j 


4 
| 
l 


r 
| | 
| | 


Make coffee when convenient — Serve 
when needed, sure in the knowledge 
that Cecilware’s proved-in-the-field 
double walled fiber glass insulation 
keeps the brew hot 30% longer. Noth- 
ing is so satisfying as piping hot coffee 
and that’s what Cecilware carriers 
deliver by the gallon no matter how 
long and how far the trek may be. Talk 
to your equipment dealer now! 


Cecilware stainless steel coffee carriers with 
fiber glass insulation are available with from 
\'/, to 10 gallon capacity. Prices start at $69 





Please write for a copy of our latest catalog 


CECILWARE-COMMODORE 


PRODUCTS CORPORATION 


Since 1911, more than a million 
Cecilware-Commodore products in use 


199 LAFAYETTE STREET » NEW YORK 12, N. Y 
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ALL OVER THE WORLD, our customers have one thing in com- 
mon — they ask questions. They ask them by the thousands — of 
themselves, of their friends, of others in the industry, and of US! 


WE’RE GLAD THEY DO! We believe the only way to buy confidently 
and intelligently is by asking questions. And, by answering each 
and every question honestly and forthrightly, we at BURNS can 
tell repeatedly the BURNS story of product and service superiority 
in terms of practical facts and figures. 


ONE INTERESTING THING WE’VE FOUND is that all the thou- 
sands of questions seem to start with ‘‘WHY”’. ‘“‘Why call in BURNS 


to help in plant layout?’’ ‘‘Why do so many in the industry buy 
BURNS machinery?” ‘‘Why do they say that BURNS equipment is 
the most economical investment?” ‘‘Why does BURNS-developed 
machinery keep setting new standards of performance?’’ And so 
it goes! 

WE THINK such questions and the answers to them are so impor- 
tant to the continued progress of the coffee and tea industries that 
our 1959 advertising will be devoted to anticipating the questions 
and giving the answers before you ask for them. But please, go on 
asking us questions! Providing practical answers which are profit- 
able to you is exactly what has justified our growth and success over 
the last 95 years. 


AND SONS, INC. 


NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 


ENGINEERS 
600 WEST 43rd STREET ® NEW YORK 36, N.Y. 
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By JOHN F. McKIERNAN, President 


headed 7” There ts 


Where are W here 


no better time to stop and consider these points than the 


we now?’ are We 


present 

At The 
industry appears worse off in one particular area than it 
Con 


sumption of the cup of col 


first glance, we seem to be going backwards 


Was ten years avo 


fee 1s up and consumption 


The 


and consumers, in 


of the pound is down 


industry 


stead of meeting on a com 


mon road and progressing 


have separated each going 
in his own direction 

Ten 
Mrs 
her coffee at 


years ago, in 1949 


Homemaker brewed 


the rate of 46 


cups to the pound, but to 


day her average brewing 


This 


year the coffee surplus in Brazil alone ts estimated to be 


formula ts 64 cups to the pound or | less cottee 
11,000,000 bags, and yet many Latin American countries 
are planting more cotfee trees and some, for the first time, 

The second glance at our present position is more en 
There have been many accomplishments dur 
To trend of 


same time to increase coffee sales, the 


couraging 


the year combat the stretching 


coffee, and at the 
National Coffee 
restoring proper brewing methods to American homes. As 


Ing past 


Association has been concentrating on 
one New York newspaper put it, the association has been 
waging a “Drive to Combat Weak-Coffee Drinkers.” 

In March, the 


campaign through its roaster members who pack retail 


association initiated a better-brewing 


brands to get brewing instructions in the kitchens of 
America’s 43,000,000 families and, more specifically, be- 
fore every homemaker at the very moment of coffee brew 
ing. As 
cans and bags on grocers’ shelves today carry approved 


a result of the campaign, the majority of coffee 


brewing instructions and/or the Standard Coffee Measure 

The better-brewing campaign is only one of the asso 
ciation’s efforts this Its many 
have been working on trade problems and have made 


year active committees 


noteworthy contributions to the industry 
The association has represented the interests of its mem- 
surveillance of governmental activities 


bers by constant 


National Coffee Association 


which affect coffee. When the United States accepted the 
chairmanship ot the Coffee Study Group, Assistant Secre- 
of State for Economic Affairs Thomas Mann asked 
the association to propose a group to serve as industry 


tary 


advisors to the U.S. representatives in the group. Since 
then, the association’s Foreign Affairs Committee has been 
working with the United States government and the gov- 
ernments of the coffee producing nations in studying the 
problems of world surpluses and in seeking sound solu- 
trons 

The association's Instant Coffee Committee, through 
its studies and recommendations, has been effective in 
bringing about a reduction in the relative export tax ad- 
vantage ot soluble cottee processed in Mexico as opposed 
to green cotfee exported from that country. The assoct- 
ation has also been assured of similar action in regard to 
the rates of exchange for the two products by the officials 
in Brazil. Its Consignment Committee was carried on a 
consignments 


that 


continuing study of foreign 
of cotfee to the States. It 


mittee’s protests have helped to influence the cessation 


government 
United is felt the com- 
of the practice 

Another active group has been the Institutional Ad- 
visory Committee which has been carrying on a service tor 
coffee purchasing officials of states, municipalities and in 
New Orleans, New 


test deliveries of roasted coffee 


stitutions. Its panels—located in 
York and San Francisco 
to determine whether they are acceptable under the pur- 
chase specifications. A great improvement has been re- 
ported in the product tendered. 

This year the association developed a year-long project 
slanted directly at the youth market to make them more 
conscious of how coffee drinking can become an enjoyable 
part of their everyday lives. In October, the Association's 
new booklet, “Everybody Wonders,” 


Senior Scholastic Magazines which has a subscription list 


was released in 
of 1,200,000 high school teachers and students. 

During the short time since its publication, the teen 
age handbook has stimulated a phenomenal response 
among teachers, students, clergy and officials who super- 
vise youth activities. The association has received requests 
from United States for more than 25,000 
additional The editors Scholastic have 
vised us that the response to “Everybody Wonders’ has 


all over the 
copies. of ad- 
(Continued 
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SUCCESS STORY... 


SOL CAFE’S NEW $2% MILLION PLANT IN JAMAICA, N. Y. 


limited to very specialized markets. The private label in- 
stant coffee industry, led by Sol Cafe, has expanded these 
limited markets by providing better profits to the whole- 
saler and retailer .. . fairer prices to the consumer. 


Sol Cafe Manufacturing Corporation, largest independent 
manufacturer of private label instant coffee in the nation, 
takes pride in announcing the completion of its new plant 
- the most modern in the entire industry — at a cost ex- 
ceeding $212 million. 


Sol Cafe’s decision to build a new plant stems directly 
from three watchwords: 


AWARENESS of constantly increasing consumer de- 
mand and international acceptance of instant coffee 
and tea as an indispensable household convenience. 


ABILITY to anticipate and keep up with increasing 
sales of instant coffee and tea for both consumer and 
institutional consumption, 


ADVANCEMENT to industry leadership through the 
most modern product research facilities and quality 
control. 


From its inception, private label instant coffee has been 
a “success story’’... popularizing a product previously 


In keeping with growing market potential, the new Sol Cafe 
plant has a yearly production capacity of 25 million pounds 
of instant coffee. In addition to a wide variety of instant 
coffee blends, (including instant coffee with chicory, ex- 
presso, ranch style and 97% caffein-free coffee,) Sol Cafe 
will also manufacture instant tea, cocoa and coffee paste 
in its new home. Here, too, Hampton House Instant Coffee 
for institutional and vending use will be produced and the 
new factory facilities will permit considerable expansion of 
this product's present distribution. 


While the new plant was still in the blueprint stage, Sol Cafe 
management earmarked a large area to house the research 
laboratory which will play an important role in the indus- 
try's future development. Completely equipped and ex- 
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pertly staffed, it is one of the largest and most 
advanced in the industry. As in the past, Sol 
Cafe will continue its research into the develop- 
ment of new products and packaging methods. 


All machinery is 100% new and includes ultra- 
efficient conveyor systems, blending machinery 
and pneumatic sifting devices. Careful thought 
and planning have been given to employee 
well-being. The new plant also includes a cafe- 
teria, well-equipped dispensary, and recrea- 
tional facilities. Through Sol Cafe’s increased 
productivity, new employment opportunities 
have been available to a large number of Long 
Island residents. 


In terms of the industry as a whole, Sol Cafe’s 
new plant will mean substantial upgrading of 
product and quality control, research and de- 
velopment of new products, and a new level of 
standards for the entire industry. 

In terms of the future, Sol Cafe is first again in 
meeting the growing demands for its products 
... first as a cornerstone of the industry. 





fe PRIVATE LABEL /NSTANT COFFEE... 


DEHUMIDIFICATION AND 
AIR CONDITIONING 


This machinery includes an 800-ton cooling tower 
and provides processing and storage areas with 
controlled humidity and temperature for year- 
round operation. Using a special low velocity 
system, this equipment includes intricate balance 
controls for rigid maintenance of processing 
conditions as specified by the laboratory. In 
addition, all water is treated to improve produc- 
tion. .\ portion of this system is used for space 
heating, as well. 


RESEARCH FOR THE FUTURE 


A section of the new Sol Café Research Center. 
Completely equipped and expertly staffed, it is 
one of the largest in the industry. Considered by 
management to be vital for industry growth, this 
laboratory will lead to the development of new 
products, packaging methods, and product im- 
provement to greater heights of refinement. 
Here, strict quality supervision is exercised over 
daily production to maintain flavor, aroma, den- 
sity and solubiltiy on the same high level. 


MODERN EQUIPMENT 


All machinery in the plant is of the latest design 
as illustrated by this high-speed automatic Vacu- 
flow Powder Filler. These machines are high ca- 
pacity fillers employing the vacuum injection 
filling principle resulting in better density and 
weight control. Each of these machines will fiil 
hundreds of jars per minute, ranging from one 
ounce to one pound of Instant Coffee or Tea. 
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% A Coffee Convention “Fact-Reference” Feature: 


the challenge 


The Convention: 


facing coffee 





By FREDERICK H. SILENCE, 


When the coffee producing countries of the world are 
confronted with the problem of bulging warehouses, and 
bumper crops, it brings back upon the coffee stage the 
specter of rapidly declining values, and all of the atten 
dant economic and social maladjustments. 

Because of the length of 
time between planting and 
harvest, coffee is somewhat 
in a Class by itself as a com- 
modity of worldwide im- 
portance, since the 
of undersupply 
oversupply is a more lengthy 


correc- 
tion and 
affair, producing wider fluc- 


tuations in value, higher 
peaks and deeper valleys. 
Thus it is that the hard- 
ships visited upon consum 
ers through undersupply, 
and producers through oversupply, are more acute. The 
housewife and the farmer are two elements in the econ- 
omic picture which are distinctly articulate when they feel 
that they have a grievance, and neither is particularly in 
terested in lengthy treaties on the subject of the law of 
supply and demand. 
They want some sort of relief, and they are in no mood 
to wait. 
Under these conditions, citizens look to their leaders for 
action . action to put the price down for the housewife or 


conversely to put for the farmer. From 1949 to 


1954, 
period which unhappily has left its scars on coffee consumer 


It up 


we went through the period of consumer protest, a 


habits worldwide. 

We have not as yet emerged from the onsequences of 
price instability during that period; witness the slow and un 
satisfactory upward curve of per capita consumption Since 
1955. 


the violent consumer reaction 


It was the violence of the price advance that created 
I 


We are now facing the reverse situation—and informed 
leaders in both coffee consuming as well as producing coun 
tries recognize that the problem is not just a coffee pro- 
blem 
the economy, social conditions, and politics of a vast area, 


particularly the Western Hemrsphere, wherein lines the 


it is a problem with enormous overtones, affecting 


world largest producing elements, as well as the world’s 
principal coffee consumer 

Hence it is, to a large degree, a challenge to the Western 
Hemisphere. Producing 
portant steps to take care of the immediate situation, through 


the Mexico City Agreement, and its extension has 


countries have already taken im 


This 


JANUARY 1959 


Chairman 
National Coffee Association 


been a noble effort toward united action, and its authors and 
supporters are deserving of the highest praise, since it has 
undeniably served to cushion the price structure the 
face of mounting supplies. 

It is recognizedly a temporary measure, designed to hold 
the line, while the basic question of over-production ts 


tackled. 


their best thinking, and convening their most informed per 


The producers of coffee worldwide are marshalling 


solanities to find corrective measures. 
There are those among consumers who may say, © That's 


fine the law of supply and demand will 


it’s their problem 
take care of that 
But, fortunately, these are in the distinct minority 


and particularly 


the only way out is through the wringer 

There 
is a growing awareness in consumer areas 
the United States—that 


broad facets of influence on what we are prone to call the 


this is indeed our problem, with 


American way of life 

Much has been written about and there are statistics which 
substantially support, the economic importance of coffee as 
a dollar supplier for the bolstering or preservation, if you 
will, of our export trade in durable goods, where our recent 
“sinking spell” was most acutely felt. 

Whether we like it or not, coffee ts destined to play, if 
not the leading, certainly a vital role in the economic aspects 
of Western Hemisphere growth, and we have a big stake in 
their future. 

The challenge U.S.A What 
What can we do about it? There 
are Nothing! 
But here, again, it ts increasingly apparent that such respon 
Granted, there has not 


to the coffee trade is here 


shall we do about it? 


those who shrug their shoulders and. say, 


dents are in the distinct minority 
appeared any magic formula or easy solution, but to the 
writer there seems to be two avenues of approach in which 


the U.S.A 


toward bringing about an 


coffee trade can render a significant contribution 


amelioration of the more dire 


aspects of the problem 

First in the field of consumption, where we are admittedly 
lagging on a per capita basis, can we not get LOO’? support 
for the idea of selling more coffee and less water? The cof 
fee drinking pattern may not be subject to 
but the cotfee-making habits give rise to considerable 


great change 
specu 


lation as to just what might be accomplished if the house 


wife were not subjected to the exhortation, “Use my coftec 
and get more cups to the pound 
Restaurants might do a better job of coffee selling if the 


“pound package always held 16 ounces; or if the owner re 
fused to yield to the temptation to water the coffee to get 
60 or 70 cups to the pound 
This vear the National Coffee Association initiated a cam 
(Continued on page 67) 
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the trends in coffee 





a general analysis of factors in production and consumption 


By THOMAS J. PRETTYMAN, Vice Chairman 


An oldtimer in the coffee business is one who dates 
back 
and is also one who remembers when a baby sitter was 


called Mother 


here are many of us who have seen coffee sell under 


several wars, revolutions too numerous to mention, 


1O¢ per pound in the green, 
and somehow the producers 
most seemed 


for the part 


to survive it. Few if any of 
us today would like to sec 
such a collapse ol prices, and 
with it dire consequences 
in producing countries 
Since Brazil is the largest 
and 


producer apparently 


will carry the largest over 


supply, let us discuss this 


source of suy ply Close po 
litical, and mili 
relations between Brazil and the USA has been our 


Uncle Sam is a sympathetic fellow, 


CCONOMIC 
tary 
tradition 
and yet he does not have the authority to do all the 
Uncle Sam tn a sense lives 
tremendous 


histori 


things that producers suggest 


mm a large Mansion, however, he carries a 


Moreover, he has a hard time keeping 
is no different from 


mortgage on it 
his income and out-go balanced. He 
the individual who finds his checking account is often out 
of balance with reality 

Coffee producing and coffee importing countries are, 
and should be, linked together in a bond of mutual in- 
terest. It is, though, too bad that some of the economic 
laws of life are learned through what might be called 
0/20 hindsight. After it happens, we can see just what 
brought it about 

When the housewife was using coffee sparingly, due 
to paying over a dollar retail for good coffee, the pro- 
ducer was planting more and more coffee trees. The net 
result of this 1s that we now have overproduction. 

Warehousing coffee instead of selling it is like a culprit 
hiding in a house when the police are looking for him. 
He should give himself up to go to jail and have it over 
with 

Brazil used to control 
now 1s down to around 40¢¢ of the exportable sales. At- 


OC- of the world’s coffee and 
tempting to prop prices leads only to piling up a costly 
surplus. One of the facts overlooked by 


Brazil is that there ts competition among producers to 


hard economic 
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find a market to have and to hold. When there ts dis- 
regard for a competitor, I often think of a plaque on a 
wall above a business man’s desk which reads as follows: 

My competitors do more for me than my 
friends do; my friends are too polite to point 
out my weaknesses, but my competitors go to 
great expense to advertise them. 

My competitors are efficient, diligent, and at- 
tentive; they make me search for ways to improve 
my product and service. 

My competitors would take my business away 
from me, if they could; this keeps me alert to 
hold what I have. 

If I had no competitors, I would be lazy, in- 
competent, inattentive; I need the discipline they 
enforce upon me. 

I salute my competitors; they have been good 


“God Bless Them All.” 


Two years ago, a representative of one of our largest 
importers, a man of integrity, told me during January 
of that year, "Tom, I don’t believe there will be a strictly 
soft Santos left in Brazil by the time March rolls around.” 


to me. 


I feel sure he was sincere in his statement. Good se- 
lections and in best supply of the crop year moved into 
the supply picture during the summer of that year. Let 
us take a close look at a situation of this kind and see 
what happens. We are users of quality coffee, which 
is well known in the trade. Due to the withholding of 
the kind of selections we were on the lookout for and 
could not find, this volume went to other producers, since 
some of them also produce coffees of merit. This 1s only 
part of the story, and as mentioned above, Brazil has 
dropped from 70% to 40% of the world’s exportables 
total. What other than competition has taken away their 
business ? 

Because of the magnitude and seriousness of an un- 
wieldy surplus situation, conditions do call for a greatly 
increased promotional campaign for coffee. Our State 
Department is considering the extension of credits to 
raw material producing countries and is endeavoring to 
bring this problem within the scope of reason. 

There is always a bit of humor in most situatons, and 
our local paper recently showed Uncle Sam_ sitting 
on a peak pile of a three-year supply of wheat. Just across 
sat a Brazilian also seated on the peak of a mountain 
of coffee. Uncle Sam, of course, was advising the Brazil- 


TEA INDUSTRIES and The Flavor Field 
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ian what to do about his over-supply. “Do as I do, and 
you, too, can have a three-year supply,” he could have 


said. 

In paying tribute to a good cup of coffee, one of the 
many good statements that I well remember was made 
at last year’s convention: “I don’t think there is enough 
advertising and promotion money to sell a bad product 
twice.” To quote another: ‘There is hardly anything that 
some man cannot make a little worse and sell a little 
cheaper.” 

Coffee is by far the dominant product in American 
beverages; it is the product around which all others are 
grouped. If a good cup of coffee calls for another and 
roast and 


then another, why serve produce 


sell a poor coffee? One poor cup is more than enough 


to discourage the American consumer from asking for 
that second cup. 

It has been said there are those who drink coffee and 
those who are coffee drinkers. The dyed in the wool coffee 
drinker spends a lot of effort ever seeking a satisfactory 
brew. 

This campaign to upgrade the standard of coffee con 
sumption to a full-flavored cup should not be a tem- 
porary campaign. We are of the opinion that the down 
trend in coffee purchases has already been reversed. Sales 
are slowly climbing and consumption ts expected to 
gradually reach the higher levels anticipated in our per 
capita consumption, as this trend continues. All of this 
will help. However, it is still only a partial solution to 
the overall problem of tremendous surplus supplies. 





Here's a capsule guide to the program of the National 
Coffee Association's 48th annual covention. held at the 
Boca Raton Club, Boca Raton Fla 


Monday, January 12th 


Coffee time. 9:30—Session opens. Pre- 
chairman, National Coffee 
Mi Kiernan 
Mr. Silence pre- 
chairman’ Mann, Assistant 
Secretary of State for Manuel G. 
Escalante, Ambassador of Costa Rica to the United States 
Board of Directors of the Latin 
Francois Gavoty, commer- 
president, 


8:50-9:20 
uding, Frederick H. Silence, 
NCA President John PF, 
comes and imtroduces honored enests. 
Thomas C. 


A flan f. 


Association. wel- 


verlls report 
Econom 
and chairman of the 
Agreement 

cial counselor to the French 
Special Coffee Study Group 

dent, Brazilian Coffee Institute. 


American Coffee 
Embassy, vice 
Renato Costa Lima, prest- 


12:45 p.m.—Fishing tournament (box lunch served 


ahoard hoats }. 
ladies’ putting tournament, tennis tournament, bridge and 


1 pm.—Men's, ladies’ golf tournament, 
Canasta tournaments. 


6:00 p.m.—Chairman's Reception, 8:00 p.m.—Din 


ner, dancing 


Tuesday, January 13th 


adn Coffee 
Presiding, Thomas ]. 
National Coffee 


8:50-9:20 time. 9: 30—Business ses 


Prettyman, chairman, 
Association. Keynote 
for Teamwork” John FP. McKiernan., 
plicy Hafers, president, Pan-American Coffee 
Eugene G. Laugher), presirent, The Coffee Brewing In 
Carl Millman, president, Automatic Mer- 
chandising Corp., “At the Drop of a Coin”. Panel and 
presentation on “Youth Looks at Coffee’, Robert M. 
Stelzer, president, Student Marketing Institute, Inc 

12:45 p.m. 
tournaments, tennis tournament finals, 

6:00 p.m. 


On 17C€ 
addre IJ» at JHE 
Joao Roberto Su- 


"i 
Bureau 


stitute, Inc. 


Fishing tournament 1:00 p.m.—Gol| 


Pan-American Coffee Bureau Reception 





1959 NCA Convention Program 


8:00 — Dinner 9:30 —“Coffee Revue of 1959", 


Dancing. 


Wednesday January 14th 


8:50-9:20 a.m.—Coffee time. 9:30—Business session. 
Presiding, Frederick H. Silence. Joseph Schensul, prest 
dent, National Restaurant Association. Dr. Ashley Mon- 
tagu, anthropologist and social biologist, “An Anthro- 
pologist Looks at Women". Janet Wolf, author and ad- 
Walter Thompson Co., “How to 


Panel on marketing: 


vertising executive, |. 
Win Women and Influence Sales’ 
moderator, Donald Cady, vice president in Charge of 
advertising and merchandising, The Nestle Co., Inc; 
panelists, Daniel D. Kinley, chairman, Marketing Plans 
Board, MeCann-Erickson, Inc.; Everett F. Braden, vice 
president and director of merchandising, Foote Cone & 
Belding; William R. Hesse, president, 
Benton &« Bowles, Inc.; King Harris, executive vice presi 
dent, Fletcher D. Richards, Inc., West Coast Division 
Summation, John PF. McKiernan 

12:45 p.m.—Fishing tournament. 1:00 p.m 
for Pan-American Coffee Bureau Golf Trophy. 

2:30 p.m—Sthle Show, Bea h Club. 
Softhall game, Greens vs. Roasters. 
Charcoal Steak Cook-Out. (It's 
Come as Joe College or Betty Coed m the 


execuhlive vice 


Playoff 
3:00 p mW 


7:30 p.m. Varsity 


Drag Night. 


1920's.) 10:00 p.m. First run move 


Thursday January 15th 


8:50-9:20 a.m Coffee Time. 9:30 am Business 


session: annual meeting of melbers of the National Co} 
Frede rick H 


Affairs Committee, 


Silence Re 


Instant 


fee Association, Presiding, 
ports by treasurer, Foreign 
Coffee 
Resolutions 


Committee, Institutional Advisory Committee 


. } 
Committee, Nominating Committee 1e¢ 


tion 0, officers and directors. 


Pan 


Entertainment 


8:00 p.m. Annual banquet Presentation, 


American Coffee Bureau Golf Trophy 


dancing 











WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


FROM ALL OTHERS ? 


BRAZILS 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 
otftee the nation’s favorite beverage naturally 
do not all like the same blend or brand. Yet, 
one country, Brazil, continues year after year 
to export more of its coffee to the United States 


than any other country 


A basic reason is the unequalled variety and 
quality of the Brazils They satisty a wider 
range of consumer tastes than any other cof 
fee Coffee experts and the general publy 
gree on the eminence of their rich body, full 


favor and aroma. The U. S. taste for coffee 


has been built on Brazils 


PROMOTE 
BETTER 
BREWING 


Join the industry-wide 
campaign for 
heartier coffee 





BRAZILS 
ARE 
PREFERRED 


THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, N. Y. 








Marketing 








60 cups per pound 
.. and 5¢ dimes 





the fight against “watered down” coffee 
is being waged with “watered down” advertising 


By A. D. MANN 


Before getting into what this article 7s all about, it might 
be politic to state what it is mor: 

It is not a proposal telling the Pan-American Cottee 
Bureau new ways to spend available dollars more effective- 
ly. In our opinion, such money as ts being spent 1s doing 
dl good, constructive job 

It is generally acknowledged in the trade that PACB 
was the first to tackle the thankless job of promoting a 
better cup of coffee; the first to point up the inherent dis 
aster for the industry in the advocacy of “watered-down” 
cottec 


strony 


The Bureau began this campaign in the face of 
opposition; the fact that. it persisted until the 
problem has now been accepted by most of the trade ts 
much to its credit 


But we find a startling anomaly between the Bureau's 


fight against “watered-down” coffee and its tolerance of 


equally “watered-down” advertising. 


The truth ts that although the representatives of the 
PACB member countries have been the most vociferous 
exponents of increased promotion at 25¢ per bag, they 
have thus far failed to put such a program into effect 

Perhaps, in all fairness, the facts of the increased cost 
f advertising are not known to our Latin American as 


sociates. If they are not, let them mull over this one 
simple, provable fact 
Since 1950 advertising costs (all media, including 
produ tion) have increased over 60. 
Thus, 10¢ per bag in 1950 equals less than a nickel 
today 
To further show how weak the Bureau's budget really 
is, let's look at imports from PACB member countries for 
the period 1953-58, keeping in mind the fact that the 
Bureau's income is based on the formula “bags imported 
by U. S. x 10 cents” 
~1953—19,071,000 bags; 1954—14,966,000 bags; 
16,889,000 bags; 1956—18,251,000 bags; 1957 


000 bags 


1955 


17,156,- 


Obviously, with imports down, the Bureau’s dollars, 


24 a 


too, have to be down. And if we discount these “down 
dollars” by about 50¢¢, we get a true picture of the mini- 
mal support the PACB member countries are providing 
the organization which could (and should) be the in- 
dustry’s promotional powerhouse. 

If business in PACB member country terms were good, 
it would be easier to comprehend their head-in-the-sand 
attitude. But here, too, the facts plead for action, for 
the “carry-over” (surplus) in these countries is stagger- 
ing. 

n Brazil alone, the carry-over at the beginning of the 
crop seasons for the last few years, starting June 30th, 
was as follows 

1956/57—6,780,000 
1958/59 


1957/58—3,673,000 bags; 


These figures do not include 


bags; 
10,453,000 bags 
IBC holdings, which are currently estimated at 7,000,000 
bags 

Now all of this may seem like an “apples and oranges” 
comparison, and, to a degree, it is. However, the point 
remains that “watered-down” advertisin cannot begin to 
move the mountains of coffee that are piling up the world 
over 

The PACB member countries have one strong straw 
left to grasp before, in our opinion, they go down for 
what may well be the last time under a tidal wave of 
green beans—and that is increased promotion. 

The new Bank will not buy up their surpluses; world 
opinion will not permit burning the carry-over. Plans to 
limit production are, by their nature, too long-term to 
solve the coffee world’s immediate and pressing crisis. 
Only promotion to increase consumption can solve the 
problem, and if the member countries continue to dilly- 
dally on the one hand, while they talk increased adver- 
tising on the other, the day will soon come when what 
little faith will 


evaporate. 


remains between growers and roasters 


In our opinion, 25¢ per bag of coffee imported by the 
United States is a small price to pay for what may well 
amount to survival. 























Only the finest beans 
are selected for export. 
This is one reason why more 
and more U. S. coffee packers 


are using Guatemalans in 


their blends. If vou want a 


fine, mild coffee, change to 


(;uatemalans. 





Yours for the asking 


These two booklets are yours, free for the asking. 
Bulletin +1 lists the growers, while Bulletin +2 is a complete list 
of the exporters and U. S. brokers and agents of the coffee 
that more and more packers are using . . . the fine, mild 


Guatemalans. Send for your copies of these booklets, todav. 


GUATEMALA COFFEE BUREAU 


l1!1 Wall Street New York 5, N. Y. 
Telephone: BOwling Green 9-661 6-7 Cable: GUATCOFFEE 


JANUARY 1959 
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promoting coffee in 1959 








By JOAO ROBERTO SUPLICY HAFERS, President 


The year 1958 brought many problems to the coffee 
grower, but one thing did take place which has been 
unalloyed good news for my compatriots in Brazil and 
I am sure for planters throughout Latin America. This 
was the campaign which began here in the United States 
to persuade the American 
consumer to go back to the 
stronger, better cup of coffee 
which was once so typical 
of this country 

This campaign announced 
a year ago by the Bureau, 
has cheered the Latin Amert- 
can producer for many 
reasons, most of all because 
it has been a campaign 
earned the 
port of the United 
trade. The Coffee Brewing 


Institute and the National Coffee Association are 


which has sup- 


States 


Living 


it major attention; so are can manufacturers and other 
suppliers; so, Most important of all, are coffee roasters, 
both regional and national 

There are good reasons why we are united behind 
this campaign, all of us who grow coffee or roast it or 
distribute it or sell it. It is obviously good business to 
encourage people to brew stronger coffee, for the stronger 
the coffee, naturally, the more coffee must be used. This 
means more exports for the grower, more can and pack 
ages manufactured by the industrialist, more sales for 
the roaster, and greater volume for the grocer 

Yet this is not the whole story of our campaign, nor 
even the most important part of it. We are beginning to 
realize in our industry, I believe, and particularsy in the 
face of competitive drives from other foods and beve 
rages, that we have no ownership of any market. People 
drink coffee because they like it and because it fills a 
pleasant and happy role in their lives, not because they 
wish to please the coffee grower in Latin America or the 
roaster in the United States. Yet how will it be possible 
for them to continue to like coffee, if the beverage they 
and bitter and over-ex- 


afe served IS weak 


tracted ? 


watery, or 


We all know the public has a genuine fondness for 
prope rly brewed coffee. The Coffee Brewing Institute 
over the past six years has sampled thousands of Ameri 
can women with coffee made to our industry formula and 
in every test. this coffee has proved its popularity over 


coffee brewed in any other way. There ts also, to guide 


28 ( 


ee 


Pan-American Coffee Bureau 


us, the experience of many fine American restaurants and 
restaurant chains. Those who have kept their standards 
high have proved that the public respects good coffee and 
goes where good coffee is served. 

Given this liking for good coffee, why don't more con- 
sumers serve good coffee in their homes? We know that 
the public began to cut down on its coffee some eight 
years ago, when the price of coffee began to rise, but 
now that prices are back again to 1950 levels, why has 
there been no return to 1950 standards of coffee brewing ? 
We can guess that it is because until recently there has 
been no united effort on the part of our industry to 
encourage any such return. 

We may also, during these years, have neglected the 
continuously developing new market for cotfee which 
is composed of young families. The United States gov- 
ernment tells us that since 1950 there have been 4,500,000 
new families formed in this country and that these families 
now represent 100 of the total family population. The 
wives in these younger households have never brewed 
coffee in their own kitchens except under the abnormal 
conditions of the last eight years. It is probable that 
many of them do not know how to brew good coffee, 
and we can be thankful they are at last being given a 
chance to learn, through the brewing recipes which are 
now being advertised and printed on cans and pack- 
ages. 

It is no wonder that the coffee producer is enthusiastic 
about the stronger coffee program and 1s willing to give 
it the highest possible priority during the coming year. 
Like the campaign pioneered by the Pan-American Cottee 
Bureau some years ago on behalf of the coffee-break, it 
offers a sound and forward-looking method of increasing 
coffee consumption in what is Latin America’s first mar- 
ket for its first agricultural crop. 

It must be said that Latin America stands in con- 
siderable need at this time of expanding its coffee ex- 
ports to the United States. The economic troubles which 
imperil so many of our countries are in large part due 
to the collapse in the prices of basic commodities, and 
these in turn have been generally blamed on overpro- 
duction. In the case of coffee, there is certainly over- 
productoin at the present time, but the long-term prob- 
lem, I believe, is under-consumption. In a world of ex- 
panding population and rising standards of living, we 
should be selling a great deal more coffee than we are, in 
Europe, in other parts of the world, and particularly, here 
in the United States. 

(Continued on page 116) 
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Stimulate your coffee sales 


... With this additional CANCO assist 


Y) y . 


7A MAKING.G000 COFFEE 
vee maker, fresh coffee and fresh cold water. \ 
e carefully. Use one standard coffee measure (2 level . 2 
ths.) to %4 measuring cup (6-0z.) of water. Always use at \ \ \ Directions for 
Capacity of coffee maker. ; 1 } 


DRIP COFFEE: Use drip grind. Measure ground coffee into fi i section. ||. p ro p ar b rew i g * 


Pre-héat pot. Pour in measured amount of boiling watep. Brewing 
should be completed within 4 to 6 minutes. Stir before serving. , 


PERCOLATOR COFFEE: Use regular or percolator grind. After water boils i 
insert basket of measured coffee and percolate gently 6 to 8 minutes. printed on th IS 
VACUUM COFFEE: Use drip or fine grind. After water boils in lower 4b Kitchen 
bowl insert upper bowl. When water rises, stir thoroughly. Remove from 
heat so that coffee can return to lower bowl within 1 to 3 ininutes. =, / : 9 

} Billboard 


‘ -AUTION: Brewing too icng makes coffee bitter. For weaker col fe 
te after brewing according to above recipes. Y 


4 





* Officially approved directions of the Coffee Brewing Institute 


Canco’s new ‘Kitchen Billboard’’ assures you of a captive audience repeatedly 
motivated to follow the instructions every time the consumer opens or closes 


a vacuum coffee can. A reminder which will not be misplaced. 





Folks who enjoy coffee at its very freshest, this unique chance to assure greater enjoy- 
thanks to Canco’s famous vacuum pack cans, ment of your brand—at a CANCO-shared cost! 


will now enjoy it even more—brewed to per- 





fection according to the precise instructions Participation by the industry is rapidly 
increasing—ARE YOU CONTRIBUTING 
YOUR SHARE to the coffee industry's Better 
Brewing Campaign ? ? ? 


on this new printed lid! Canco is offering this 
lid at nominal cost as another service to its 








customers in the coffee industry. Don’t miss 





CANCO) AMERICAN CAN COMPANY 


NEW YORK - CHICAGO - NEW ORLEANS + SAN FRANCISCO 
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the potential new look in coffee 





By EUGENE G. LAUGHERY, President 


Cotftee economics have almost a full circle since 


The Cotte 


i consternation in 


swung 


Brewing Institute was founded. Today, there 


industry ranks. Prices are falling, 
urpluse S are prowing and consumption iS increasing at 
in inverse ratio, with more cups being drunk while less 
The 


encouray 


Collec s being used 


pu ture 1S hardly 


| 


time for a fre ap 
pPraisai l look W hat 
should be don What can 
h« done W hat has 
done 

It would b 
sumptuous to even hi 
we have all the answers 


W don't W do 


that by the 


new 
been 


highly pre 
it that 


feel 

however very 
nature of our work we can 
suggest a new approach that 

is promising, exciting and in the long run will be reward 

ing provided it is used with intelligence and imagination 

We base our conviction on tried and tested experience 

I that 


Which has what we have introduced 
and practiced is practical, needed and wanted. It in 


demonstrate d 


volves a revolution in thinking. A whole new world 


of merchandising tdeas is coming out of the scientific 


laboratories. A vast reservoir of information remains to 
he tapped 

Even at this early stage of our development, we can 
point to technical innovations that have prompted ready 
and enthustasti response on the part of the public feeder 


himself. We 


evaluating 


and the roaster have in mind the soluble 


solids technique tor beverage quality, the 


grind analysis service and the testing of equipment, to 
mention a few 

Basically, all of this work ts of a scientific character. Its 
very usefulness and its value prompted us to find ways 
means of bringing it to the attention of the trade 


What we 


are doing in offering such services 1s helping the con 


and 


and the consumer. Its appeal is rudimentary 


sumer and the purveyor to produce a better end product 
the coffee in the cup 


In the case of the soluble solids test we conducted a 


thorough promotion campaign, publicizing the value of 


the technique in trade papers, an activity which was 


supplemented by members of our field staff on a basis 
of personal contact. Reaction was not long in developing. 


Inquiries began to come in from many parts of the 


Some means had to be devised to satisfy the 
this 


country 
mounting requests and to assist the trade in using 


The Coffee Brewing Institute, Inc. 


valuable tool. Out of this came the mail order brew 
analysis kit, a service feature offered by CBI, which is now 
being used extensively. 

We cite this as an example of what can be done to stir 
up the interest and enthusiam of the buyers and the trade 
itself. In fact, it is worthy of note that today a number 
of the largest cotfee organizations in the country have 
adopted the test and are using it as a merchandising tool. 

Out of this technique has also come the use of the hy- 
drometer for on-the-spot evaluation, a testing device 
which is finding rapid acceptance, particularly in_ the 
restaurant field. 

During our short existence we have made some rather 
startling discoveries outside of the world of science. At 
one time it seemed inconceivable that any organization 
in the public feeding business would stand still for a 
brewing demonstration. It seemed highly unlikely to 
us that anyone who was preparing and serving cottce 
to the public day in and day out, week in and week out, 
would countenance such a For quite a 
period we hesitated to launch such a project, but finally 
took the plunge and were agreeably surprised to note the 


intense and genuine desire to learn what we had to say. 


presentation. 


It has been three years since we started this program 
and we continue to get requests in ever-increasing num- 
bers from restaurant associations, catering groups, home 
economic organizations and others in the food business, 
which would appear to prove that there is a big and re- 
ceptive audience for this type of factual information. 
On the face of it, this would seem to be an excellent 
merchandising device and certainly a sound and _ solid 
method for building brand loyalty where it really counts 

in the cup. 

A peek at the future through some of the preliminary 
technical work that has been done indicates an almost 
limitless and fascinating future. 

Aroma, perhaps the most enticing of all characteristics 
in coffee, has been subjected to scientific scrutiny and 
parsed meticulously. What makes this wonderful frag- 
rance? At the moment, we know it is a combination of 
highly volatile elements, some of which have been iden- 
tified. Eventually, it is hoped all will be. If and when 
that day arrives, it may be entirely possible to develop 
a pungency through the control of roast and_ selection 
of complementing varieties that will out-pull any other 
means of promotion in the sale of the product. What 
better means of merchandising could the roaster have 
than appeal to olefactory senses ? 

Basically, the question of preparation seems destined to 


(Continued on page 113) 
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“Do you have the courage 
to quit the ‘cents-off’ deals?” 





“We have — and it works. 


Our sales curve is 


continuing upward, and it’s enduring business.” 


By JACK R. DURLAND, Director 


DEALS,DEALS peEALS! 5¢ off . 10¢. oft 
ott 20¢ off . . . 25¢ off—who'll make it 50¢? 

I want to talk to my fellow coffee men here, not as a di 
rector of the National Coffee Association, but as the presi 
dent of a regional roaster who conscientiously believes that 
our industry ts “dealing itselt 
to destruction” 

My favorite hobby 15 stsit 
ing retail grocery outlets, 
from the corner grocery stor< 
to the 
Some men like to play goif, 


giant supermarket 
fish or 
' kicks’ 
consumer 
different brands and ultimate 


hunt, but I get my 
from watching the 
fondle five or 31x 


ly make a choice. The future 


of your company depends 
upon that choice 

It has been a long time since I have surveyed the cottec 
department of any grocery store without finding five or 
more deals going on simultaneously. Our industry, and 


many others, have created a “Frankenstein”, until the 
consumer has begun to think that the “off the label” deal 
is the general rule and not the exception 

I try never to underestimate the intelligence of a com 
petitor or a consumer, and I sincerely believe that the day 
is very near when Mr. and Mrs. Consumer will become ab 
solutely blasé insofar as “off the label” 
cerned. Whenever any marketing practice becomes so com 
mon that everyone participates, the time has come to leave 


the pack and be “individual” once again 


deals are Con 


In 1959, consumers will continue to upgrade themselves 
qualitywise and pricewise with reference to all purchases, 
and they will respond to convincing and sensible advertising 
as to why they should buy your pr rduct 

Television viewers tell me that they are a little weary of 
turning on the television set only to hear and see “Buy 
Buy .. . Big Coffee Sales . . . 10¢ off Six Ounce Jar’ 


National Coffee Association 


Secretly we believe that all roasters would welcome a re 


turn to normalcy in the marketing of both regular and 


instant coffee, but everyone seems to be fearful that such a 
step would weaken their competitive position, and so the 
parade of “off the label 
Although all of us at 
proud of our industry, none of 


promotions continues 


Cain's Coffee Co. are immensely 
would be SO 
‘otf the label’ 


would benefit the 


you Naive as 
that we would discontinue 
felt that it 


at the same time, we also believed that our company would 


to believe promo 


tions because we industry. if, 
suffer competitively 
S7nce the he AQ 

We have not Vvun a 
regular or instant 
remainder of our fiscal year 
So, my fellow roasters, here ts an Opportunity for you to 
‘otf the 
that it 


deal tn our trade area with the assur 
off the label 


run an label’ 


will not be met by another pro 


ANC 
motion on our part 
a single television com 


kind 


television time ts too 


Since July Ist, we have t run 


mercial announcing . f any because we have 


finally to the conclusion that 


valuable not to be used to inform the consumer about som 


come 


nor will you hear any of our radio com 
able 


special cut price 


product advantage 


mercials telling the listeners how lucky they are to be 
to purchase one of our products at a 
Also. you will not find our labels 

by “off the squares, Ovals or patches which distract 


from the beauty and shelf appeal of the package 


mutilated and distorted 


label’ 


Big plantations yield more in India 


Large plantations in India have a higher average yield of 


coffee per acre than small ones 
f 


Association of 


Land Its Effect 


This is reported by the United Planters 
India, 


on Plantation Industry 


Southern Conoor, in ‘Ceiling on 


The average yield of large holdings 1s 619 Ibs. of coffee 


an acre, compared to 305 Ibs. as the national average, and 


185 lbs. for holdings below 100 acres 
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teenagers and coffee 





they may be more important to you today than you think 


— and will be even more so tomorrow 


By ROBERT M. STELZER, President 


Teenagers represent one of the most important markets 
in the nation for increased coffee consumption both now 


and in the future 


There are many reasons tor this statement. Before ex 
imining them, however, let us first define what we mean 
by the teenage market in 
terms of the cofttec industry 
specifically 

To most industries in the 


nation today, the teenage 
market comprises the junior 
and senior high school age 
those 


tween the 


rroup youngsters be 
ages of 13 and 19 
As tar as cotfee is concerned, 
potential teenage consumers 
must for all practical pur 
poses be limited to boys and 
formi- 


virls 16 and over—a 


dable group in themselves. The reason ts that, according 
to two surveys conducted for the National Coffee Associ- 
ition and the Pan-American Coffee Bureau, there is vir- 
tually no parental objection to children 16 and over drink- 
ing cofttec 

In terms of numbers alone, this older teenage market 
Is an over 


Impressive one 1,000,000 enrolled in high 


school grades 11 and 12; nearly 1,000,000 in colleges, and 
in additional non-school working force of 2,500,000. be- 
tween the ages of 16 and 19 

Even more important in terms of increasing coffee con- 
sumption, however, is the fact that teenagers have a four- 
Way impact—they are beverage consumers themselves; 
they exert a strong influence on the purchasing habits 
of their families; they are hosts and hostesses at numerous 
parties and get-togethers, and in a few years they will be 
homemakers of their own 

Teenagers today are different than their counterparts 
in any other generation, and the patterns of present day 
social life are of the utmost importance to the beverage 
industry. Teenagers are, above all, sociable creatures 
more so than any other age group. They spend much 
with their friends. 


time Their social life ts relatively 


Student Marketing Institute 


uninterrupted by home chores and responsibilities. Too, 
they are at an age of insecurity, of exploration, of want- 
ing and needing the companionship of contemporaries. 
It means that 
one which 


What does this mean in terms of coffee? 
they also need and want a “sociable drink” 
will reflect their new-found adulthood, an_ ice-breaker 
among themselves at home, at school, at sports events, at 
work and on dates. Many teenagers are still at the tail 
end of the awkward age when they must have a ‘‘con- 
versational auxiliary’ —-something to sip, eat or drink. 
Teenage boys and girls are extremely diet conscious 
they are aware of the caloric hazards of soda fountain 
concoctions. They actively seek and welcome a_ substi- 
tute, one which will fit into their way of life. Coffee is 
one of the beverages which can fill the need. If properly 
promoted to the teenage market, it can be the major one. 

Teenagers are an important factor in influencing the 
living habits of their own families—especially in the 
matter of food and beverage consumption. According to 
Seventeen, 97 accept some responsibility for meal 
planning, and 91 help to prepare an average of nine 
family meals a week. They are responsible for a large 
portion of the family grocery shopping. After school, as 
well as on week-ends and vacation, much of the family 
food purchases are made by the young people in the 
household—both boys and girls, with ideas of their own, 
tastes of their own, and the strong desire to mix their 
own preferences felt in the family circle. And, although 
coffee drinking is usually instituted by parents, teenage 
coffee drinkers can have a sizable influence on family 
coffee consumption. 

Teenage girls are active hostesses. Their entertainment 
runs from informal after-school study sessions through 
record parties, Saturday-night shindigs, pajama parties, 
bridal showers, dinner parties and after-prom  get-to- 
gethers. At all of these social functions, serving a bever- 
age is a “must.” The teen reputation as a hostess 1s every 
Furthermore, the 
teen girl loves her role as hostess. She is anxious to ac- 
quire the social skills that go with homemaking. She 
takes a keen interest in every detail and phase of enter- 


much as important as her mother's. 


(Continued on page 40) 
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If coffee is your business 
talk to the people at Chase Manhattan 


Use a world-wide network of bankers-at-the-spot to help solve your import-export problems. 


When you take your international trade 
problems to the people at The Chase 
Manhattan Bank, the services of a 
world-wide network of 51,000 corre- 
spondent banks and branches are im- 
mediately at your disposal. 

Whatever, or wherever your prob- 
lem, you get the overseas help you 
need from the banker-at-the-spot . . . 
the man who has an intimate knowl- 
edge of local trade conditions and 
knows how to make them work for you. 

This is possible because Chase Man- 
hattan has a close personal relationship 
with its foreign correspondents. Chase 


JANUARY 1959 


Manhattan and its stateside corre- 
spondents handle the U. S. problems of 
the Bank’s overseas correspondents. 
They, in turn, get things done for 
Chase Marhattan in their own coun- 
tries. Such reciprocity enables you to 
get more efficient banking service in 
the markets of the world. 

Here at home, experienced men in 
the International Department sit down 
and talk things out with you personally. 
They work with you on a basis of indi- 
vidual analysis and imaginative plan- 
ning. And knowing the right men in 
the right places, they can quickly con- 


tact the banker-at-the-spot who can 
best help you. 

If you have any import or export 
problem, telephone HA 2-6000 or 
write to International Department, The 
Chase Manhattan Bank, 18 Pine Street, 
New York 15. 


THE 
CHASE 
MANHATTAN 
BANK 


CHARTERED 1799 


(MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION ) 
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let’s sell twice as much coffee 





have we really taken a look 


at the potential for coffee consumption? 


By C. W. DUNCAN, Jr., Director 


y that the current decline in 
erecen cottee prices simply retlects the traditional pattern 
He would add that 


decrease production or 


An economist would. say 
of production outstripping demand 


the two obvious remedies are 
demand 
Historically, all 


place most of their dependence on a decrease in produc- 


Mncrcase 


commodity growers have tended to 
tion, either through controls or by competitive readjust- 
ment. However, we who are in the business of advertising, 
merchandising and selling coffee to the consumer are not 
concerned with a commodity that has an unvariable de- 
mand. The fact is that consumer demand for coffee should 


x vreatly increased 


Room for more cups? 


It is significant that, per capita, the British annually 
onsume ibout twice as Many CUPS of tea as we do coffee 
Coffee consumption in the U.S. has dropped from 18.7 
16. 


other popular drink, milk, held steady during 


Ibs per capita in 1939 to 1S in 1956, a loss of 


Americ. 
this period, and even recorded a slight increase in per 


capita consumption, Obviously, consumption of coffee 
will have to be significantly improved before its potential 
fulfilled 

Dichter 


nal Research, in a motivational survey of consumers 


} | 
agemana 


Dr. Ernest 


tivati 


has been 
president of the Institute for Mo- 
made for the Pan-American Coffee Bureau, notes that the 
housewite’s job ts one of monotony, drudgery and few 
Cotte the needed excuse for relaxation, 


rewards can be 


in inviting reward. It can provide her with a sense of 
security 


rood 


showed that people regard coffee as an intimate beverage, 


He adds that the American housewife represents 


potential for increased consumption. The study 


ASSOK rated with closeness. warmth, and good fellowship. 
The 


kee ping with this image 


conclusion is that coffee advertising should be in 


How much of today’s coffee advertising conforms with 
Dr. Dichter’s suggested path to increased consumption ? 

Virtually all 
cotfee was advertised in newspapers in 1958 mainly on the 
It every coffee advertiser in 
America had deliberately set out to destroy any lingering 
feeling in the consumer's mind that various coffees are 


instant coffee and a great deal of ground 


basis ot cents-ott deals 


3 4 COFFEE © 


National Coffee Association 


excitingly different in character, if we had decided to 
force people to believe, against their will, that the only 
difference in coffee is the price tag, we could not have 
chosen a more effective approach. Even if we overlook 
the problems that deals raise for national 
versus private brands, we cannot disregard the fact that, 
by this tactic, we are destroying the market for coffee. 

The effectiveness of this type of advertising was dis- 
cussed last November by J. O. Peckham, of the A. C. 
Nielsen Co., at the annual meeting of the Grocery Man- 
ufacturers of America, Inc.: 

“In general, consumer price promotions on anything 
other than new brands or brands with marked product 
improvement (1) load regular customers with cut-price 
merchandise at the expense of future sales; (2) produce 
only temporary gains; (3) result in progressively smaller 
temporary gains as promotions are repeated; (4) will not 
stop a declining sales curve.” 

His conclusion was that promotions based on price 


“cents-off"’ 


don't pay. 

The advertising which each of us does for his own 
brands amounts to so much more volume, in the aggre- 
gate, than that of the Pan-American Coffee Bureau, that 
we should look at our own advertising and promotion first. 
The fact is the Bureau has paid much greater attention to 
the Dichter survey (which it had the foresight to initiate) 
han most individual advertisers. 


Coffee is fun 


The coffee-break theme, calling attention to coffee as 
a stimulant, has given way to a theme of helping people 
rediscover coffee as a way of individual enjoyment. Gone 
are the ‘‘stress and strain” situations and the injunctions 
about the one right way to make coffee. Instead, we 
have recently had a succession of ads showing different, 
exciting ways to make and serve coffee, different occasions 
to which coffee lends enjoyment, and ads which from 
their richness as food illustrations make coffee look tempt- 
ing and enjoyable. 

The problem of people who make weak coffee is dealt 
with, not by rigid injunctions, but by suggesting the 
greater enjoyment of a rich, full-bodied cup of coffee. 

(Continued on page 38) 
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Do You Need A Good “All Around” Coffee Man? 


ONE who will consistently 
blend your coffee accurately 


ONE who will consistently 
roast coffee to your stand- 
ard 


PROBAT equipment offers 
that and more! 








Silo Control Panel and Scale 


A PROBAT Silo and Weighing System 


In addition to saving space and labor, guar- . ry 
antees accuracy of blend by weights, auto- “4 Ss oseees| 
matically. In fact, this system can be tied i 

into your roasters so that each can auto- 
matically call for and roast its own blend. 


PROBAT-O-MATIC controlled Expresso 
Roasters are truly Automatic 
e Roaster is charged 

¢ Roasting cycle can be infinitely varied 


e Roast is quenched, choked, discharged, 
cooled and destoned 


¢ Recharging is automatic 
e 4 Temperature Set Points for control Temperature Control Recorder Push Buttons 





An entire PROBAT roasting plant can easily be supervised by 
one man, controlling up to 13,500 Ibs. green coffee/hr., with push 
button selector or locked controls. 


Investigate the labor savings and automation offered by PROBAT 


EMMERICHER MASCHINENFABRIK 
EMMERICH/GERMANY 


Phone: 1651 Cable: Maschinenfabrik 
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the roadblock 


between U. S. 


and increased consumption 





By DONALD R. STEWART, Chairman of the Board 
Stewarts Private Blend Coffee Co. 


A woman can say to you, “I don't think I'm attractive 
But don't it to her. 


A woman 


YOH say 
can say, “I’m not a good cook.” But don't 
you say it to her 
And that’s something to remember when we sit in our 
offices and legislate about how 
strong a cup of coffee should 
be made 
I have 


the most 


a cousin who makes 


colorful water I've 
But 


Now nobody Is 


ever tasted she calls it 
cotfee 
ing to get me to sit dos 

her dinner table and tell her 
she should make stronger cof- 


fee. I know better. I've tried 


If | 
cottee 


less water 


tell her to use more 
if I tell her to use 
if I tell her her coffee is weak, the same old 
thing happens 
She says cousin Donald drinks his coffee too strong. 
the same language 


when I think of the 


She and [I just aren't talking 
And that's what I'm afraid of coffee 
industry getting organized to get women to make better 
coffee. Put your 


you'll find she thinks the best way to make coffee is the way 


finger on any woman in America, and 


she makes it. 
You won't convince her otherwise, any easier than you'll 
convince the average man he isn’t smart, or the average 
woman she isn't logical 
In my opinion, we have to start with a different set of 
premises, maybe admit to ourselves at least in talking to 
Mrs. Housewife 
a. “The way you make coffee 1s L 
b. “The of coffee 


c. “The amount of water you use 1s fine.” 


ood 
amount YOU WSe IS flie 
Then, after everything is cozy and palsy-walsy, we insinu- 
ate something like this 
A lot of people 
buying a different grade more expensive 
they get a little flavor that 
What sharpies we are! Everything she does 


(screwhalls by mplication) ave 
a little 
be (lei 


coffe 
(Nota bene: 
but some so-and-so roaster is not giving her the 


Way 


is right 


best coffee. For a little more money she can get it.) 


36 


COFFEE 


Now we're getting some place. The next step ts easy. 
Still on the semi-screwball plane, we introduce another in- 
sidious thought: 
A lot of people are asking for, and making, 
“double coffee’. “It's the newest thing from 
Italy, you know.” 

So what do we do? We flood the food editors, the society 
editors, the commentators, the Hollywood stables with, 
“Now I make double-coffee’; how Lulu Lollos makes 
double-coffee; what Lady Asterhorse wore when she poured 
double-coffee; and so on, ad infinitum. 

Maybe I've been reading too many books on psychology, 
or maybe just trying the obvious without success. But ] 
confess I can't sell anyone on using less water or using morc 
coffee, or making it stronger. They all shout at me, “I hate 
strong coffee”. 

We cannot close our eyes to the fact that in the public 
mind using more coffee or less water does vot mean ‘better’ 
coffee. It simply means to the public “stronger coffee”. We 
can’t talk them out of that belief. 

What we can do is give them better coffee in the can. 
Instead of trying to break 100,000,000 coffee-making habits, 
let’s attack the problem from our end: let's raise the quality 
standards of what we put in the can. 

Our company has believed in this policy right from the 
day my father started the business, We know that thou- 
sands of families in this area are making a better cup of 
coffee, simply because they start with a better product. We 
haven't asked them to change their ideas about how to make 
coffee. We simply ask them to buy a can of Stewarts Pri- 
vate Blend, at about 25¢ a pound more than they have 
been paying, and then taste the difference. 

Flattery has always been a good approach to women. Let's 
not try the opposite approach by belittling the women’s 
abilities in her own domain, “‘the kitchen”! I don't think 
it will work. 

There are two things we can do: 

a. Sell better quality coffee 
b. Start a modern campaign of publicity along 
positive lines. 

Let's glamorize something about coffee. 
snob appeal; keeping up with th Joneses appeal. 
double-coffee is the answer. I'll buy the first cup. 
I'll ask for it everywhere I go. (Of course, in the summer, 
I reserve the right to ask for ‘‘double-coffee on the rocks’). 


Let’s give it 
Maybe 
And 


& TEA INDUSTRIES and The Flav 





coffee is first... 


...on the list of the nation’s imports— 
and New York’s First Bank 


..- The Bank of New York 


has been identified with coffee imports since 
merchants first needed bank financing. 





THE BANK OF NEW YORK 


New York's First Bank + Founded 1784 


Main Office: 48 WALL STREET 
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put a 


second coffee department in each store 





Sales zoom with a roving coffee mill to follow the tie-ins 


into other sections. 


Coffee’s fast nickels beat the slow dimes. 


By R. L. SCHUHMANN, President 


When you delegates to the National Coffee Association 
convention at Boca Raton return home, go out into your 
pick up a few freshly roasted coffee beans, then 


them. 


plant 


hold your nose shut while you chew 


You well know that they have plenty of flavor, but I 
will gamble that you won't detect it until you let go of 
This little 


nose contributes 


your nose and continue chewing the beans. 


demonstration proves how much your 


to what we know as flavor, that your palate 1S powerless 
ot 
will prove how very important aroma is to flavor. and 


without the cooperation your olfactory nerve It 


how devoid of flavor anything is without aroma. Even 


when have a cold in the nose, nothing ever tastes 
ht, 


Fortunately, coffee has the most appealing, appetite- 


you 


y) 


rig now does it 


whetting smell of any ‘necessity’ consumed through the 


human mouth 


Take 


you profit 


full advantage of this God-given attribute, and 
Fail to do so, and you close your ear to the 
sound of opportunity’s knocking 

Because of this basic fact, grinding at point of sale con 
tinues to remain the reliance of the largest and most suc 
cessful retailers of coffee, and many, many of the others 
who, while comparatively small now, are destined also 
to become leaders 


ground” 


Through their continued stress of the “freshly 


theme, consumers accept the fact. They have been edu 
In addition, however, to cash in on cottee’s 
right 
governs the buying, they simultaneously provide a tailored 


They simplify 


cated to it 


ippealing aroma at porint-ot sale where impulse 


grind for the individual's cotfee maker 


buying, rotating and display, everyone of which 1s pro- 
the manager 


to keep 


headache to retail store 


6,000 


viding a major 


harassed with some individual items 


track of 

In addition, store grinding has other advantages. For 
instance, it makes possible the practical use of the least 
As cottee prices come down, 


to 


expensive package for coftec 
the oft 
more and more significance and importance 


7 he 


to clamp a small size but equally fast and efficient mill 


proportion container cost retail price gains 


new trend in equipment for store grinding IS 


>, ¢ foal ea 
3 ( 


American Duplex Co. 


to the shelf in another section of the store, side by side 
with a display of bag-pac ked whole-bean coffee and a few 
related items. This second mill takes only 74g inches ot 
shelf frontage, is a shelf extender, and gives a two-time 
punch for coffee sales, for it puts aroma in an extra sec- 
tion of the store—and it vitalizes and puts more life and 
action in the second section. 

This second coffee department is periodically moved 
from one location to another, and from reports of actual 
tests, the increase in coffee sales is phenomenal. 

Look Magazine's survey disclosed that coffee is the most 
frequently purchased grocery item. Admittedly it is 
footballed as a loss leader and too many retailers lose 
sight of its turnover. 

Fast nickels beat slow dimes all hollow! This fact, | 
feel, should be every coffee salesmen’s theme song when 


he calls on a store. 


let's sell twice as much coffee 
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(Dr. Dichter found that people don't like to be given 
rigid rules for coffee-making, but are very susceptible to 
the enjoyment appeal of richer coffee and to suggested 
recipes. ) 

The Tea Council has just announced plans to spend 
about $1,200,000 on nighttime television to promote the 
idea that “If you're one of those people troubled by other 
hot beverage habits, then you should switch to hot tea.” 
Perhaps a more satisfactory countermeasure for the coffee 
industry would be more emphasis than ever on the social 
enjoyment of coffee and on its universal acceptance. Does 
our "Stay Alert! Stay Alive!’ campaign still have too 
much implicit suggestion of coffee as a stimulant? 

A final measure which the industry might employ to 
achieve the goal of increased consumption would be to 
follow a much more aggressive policy in developing new 
groups of users for coffee. The Evaporated Milk Asso 
ciation is now conducting a pilot research project among 
teenagers in the schools of Fulton County, Georgia, which 

(Continued on page 43) 


NDUSTRIES and The Flave 








The best climate, 
and proper care of 
plantations, crop 
and processing, 
give Mexican Cof- 
fee the finest 
Quality, Flavor and 
Aroma! 


Our best wishes to the National Coffee 
Association for a successful 1959 Convention. 


COMISION NACIONAL DEL CAFE DE MEXICO 


Ave. Insurgentes Sur #1079, ler. Piso 120 Wall Street 
México 18, D. F. New York 5, N. Y. 
Member: Pan-American Coffee Bureau 


Federacién Cafetalera de América (FEDECAME) 
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quality, quality 





Many believe the key to increased coffee consumption 


lies in the brewing, by sufficient amount of 
ground coffee, which is partially true. However, I have 


other 


using a 


seen consumers use too much ground coftee. In 
words, they overcrowded the coffee-makers to such an 
extent that the water by-passed the coffee, resulting in 
watery coftee. 

The Coffee Brewing Institute has been conducting ex 
tensive research on the commodity, on the beverage and 
on the coffee-making equipment. It ts necessary for them 
to have the support of all roasters and to educate Mr. and 
Mrs. Consumer on the proper way to brew coffee. 
secret to increased 


Cup quality is the consumption 


There are inferior brands of coffee on the market 
today that are making their way into households, coffees 
that rough, and some downright ‘rioy.’ 


Consumption cannot be increased with coffees of that 


many 
are flat, edgy, 


des ription 


is the answer 





By EDMUND L. KOCH, President 
St. Louis Coffee Club 


It all begins with the coffee- producing countries. It 
coffees that are not cured properly, coffees that are musty, 
hidy, sour, dirty, groundy, or of any other doubtful 
description, were withheld from the market, that would 
be a step toward quality cup coffee. 

Roasters should cup and recup their shipments to make 
sure their coffees are sound and free from any taint. Most 
roasters have been buying on a hand-to-mouth basis dur- 
ing the past year and naturally are looking at all spots 
being offered. Some very tine coffees are offered. How- 
ever, plenty of junk is also offered. If coffees like the 
latter never left the producing country, the whole coffee 
industry would be in better shape, in consumption as well 
as in respect to the surplus. 

Quality, quality is the answer to increased coffee con- 
sumption, Educate Mr. and Mrs, Consumer on a quality 


cup of coffee and surpluses will vanish. 





teenagers and coffee 


(Continued from page ) 


taining and food and beverage planning and service. Sig- 
nificantly, the portion of the teenage market on which 
the coffee industry must concentrate is ready for a new 
beverage—yjust as soft drinks are a symbol of entry into 
a new world of adolescence among the younger teens, 
those 16 and over a ripe and ready group for still an 
other beverage to represent a new phase in their grow 
ing up. 

Teenagers are not only the homemakers of tomorrow 
an impressive portion of them are already married and 
started on families of their own today, or will be within 
the next few years. One-half of all new brides are under 
One-third of all 18 and 19 year-olds are 
One-fourth of all first-time mothers are 
No wonder that teenage girls take such 


20 years of age. 
already married 
in their teens. 
an active interest in their hostessing activities! And, with 
the boom baby crop of World War II reaching the mar- 
riage age, the teenage homemaking market is just ap- 
proaching its peak. The food products and beverages 


which these girls choose for their own families’ con- 


sumption, their formation of long-time family habits for 
years to come, is of vital interest to the coffee industry. 

These are the reasons that back up the statement that 
teenagers represent one of the most important markets 
in the nation for increased coffee consumption both now 
and in the future. 

The main problem is: how to reach, influence and sell 
them. 

If you have the time, I would suggest that you go out 
and talk with teenagers throughout the nation. Visit them 
in their schools, in their homes, at their parties and get- 
togethers. Since I doubt that this is possible, the National 
Coffee Association and Student Marketing Institute are 
cooperating in bringing teenagers to you at the National 
Coffee Association convention in Boca Raton. A panel of 
teenage boys and girls from representative schools in 
Florida will be present to give you results of surveys 
they have made among fellow students on their coffee 
drinking habits, attitudes and reactions. In addition, 
you will hear taped reports from other students in vari- 
ous sections of the country, giving similar information. 
A summary of the panel discussions will be reported in 
COFFEE & TEA INDUSTRIES. 
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Here’s what we 
put into the pot 
for you... 


Money. In full measure. Whenever and wherever it will 
do the coffee trade the most good. 


Bank of America maintains a special department for 
coffee financing. We offer expert assistance to growers, 
shippers, importers and roasters. To everyone whose 
business is coffee—from the plantation to the percolator. 


The world-wide facilities of our International Banking 
Organization are ready to assist you. Why not give usa 
call? 


BANK OF AMERICA 


NATIONAL TRUST AND SAVINGS ASSOCIATION e MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 
HEAD OFFICES: SAN FRANCISCO 20+ LOS ANGELES 54 - BANK OF AMERICA (INTERNATIONAL) NEW YORK CITY 5 


OVERSEAS BRANCHES: London @ Manila @ Tokyo © Yokohama ® Kobe ® Osaka © Bangkok © Guam REPRESENTATIVE OFFICES: New York © Mexico City ® Milan © Zurich 
Paris © Duesseldorf © New Delhi © Havana © Rio de Janeiro @ Beirut © Buenos Aires BANK OF AMERICA — International: (a wholly owned subsidiary) New York © Duesseldorf 
Singapore @ Paris © Beirut © Guatemala City BANCA D’AMERICA E D'ITALIA: Milan ® Rome © Genoa @ Naples © Florence ® Venice ® 63 Branches throughout Italy 
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where are we? 





By DR. JAMES E. WOOD, Director of Research 


Pan-American Coffee Bureau 


coffee inventories in the United States were 2,959,000 


the calendar year just passed we have witnessed a 
bags, whereas, according to our preliminary estimate, they 


uation of the principal recent trends in the United 


offee market In that period the rate of change in 


of those trends has been modified. By far the most 


were around 2,200,000 bags on December 31st last, or 
759,000 bays less. The reduction of green cottee inven 
tories is one indication that more coffee was consumed 


and the most serious, of the modifications in trend 
during the calendar year than was imported, and our in 


developments was that in th 
cottec | rices (Continued on page 7 ) 


i decline 
recovered in . Table 1 


of that year, but early in 


1958 resumed a downward : , U. S$. Coffee Imports, Consumption 


Ourse ( onsumption con 
tinued to rise at an historical 
rate OF increase, which, i 


though a favorable develop 


ment, contributed little to off 
sct the loss in dollar volume 
By midyear cottec Importing 


is well as cotfee-producing 
ountries were planning to discuss the world coffee situ 
ition with the view of determining what might be done to 
irrest declining prices and to bring a measure of stability 
into the world market. Later in the year certain significant 
steps im that direction were taken 

Although the price developments, with all their ramifi- 


AtTLONS ind impli itions for national policies, were by far 


the most significant development in the world coffee market 
Table 2 


in 1958, they will not be discussed at disproportionate 


length in this brief article. Rather, we will summarize the Where Coffee Is Consumed 


main developments in the United States coffee market and 


changes and international discussions as ele (in 1,000 Ibs. of roasted and green coffee and 1,000’s 
Final figures for the year will : : 
of 2-0z. equivalent units of soluble coffee.) 


consider price 
ments in the cottec picture 
not be available for some months, but at this time, in mid 


December, it is possible to approximate closely the final - 
ercentage 

rm sult , 1958* Change 

Imports and consumption Total (green) 2,698, 000 


Restaurants and 


It now appears that the United States imported in 1958 Institutions (green 
equivalent) ** 000 
about 20,300,000 bags, or 30¢ less than the 20,946,000 
7 H holds (green 
bags received in 195 Despite that fact, the civilian eQuivatent) (991,000 1,942, 000 


population consumed more coffee in 1958 than in the 
Regular (roasted) 


, 000 000 


This is explained by the draw-down of 
2 Soluble (2-ounce 


equivalent units) 931 , 000 


pre CC ding year 
000 


inventories between the last day of 1957 and the last day 


of 1958. On December 31st of the former year, green paiiniieis: id aaah ans sekaniiin 


Including consumption at places of work where coffee does not come from 


public eating places. 
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coffee developments in 1958 





By KENNETH H. FAIRCHILD, Fairchild & Bolte 


Asking a Brazilian agent to write on the developments 
in coffee during 1958 is like asking a dying man to write 
his epitaph. 
with a continuation of the 


This new development was 


We started the new 
I.B.C. consignment business. 
a landfall for the few favor- 
ed agents but a severe blow 
to the unfortunate ones who 
tried to carry on a legitimate 
F.O.B. From the 


agent’s point of view, it ac- 


yea r 


business 


complished two things 
Kirst, it discouraged the im- 
porter from operating on 
That is, he 
ferred to finance these con- 


his own pre- 

signments at a net of 1% 

than to risk his own judge- 

ment and try to compete or 

outguess a government agency. The roaster, likewise, pre- 
ferred to let others import, and let them carry market 
risks with these consignments. 

Brazil's policy was to support the spot month, pro- 
hibiting the sale or delivery of these consignments on the 
Exchange. This plan finally was abandoned after the 
September effort with the resignation of Mr. Guzzo and 
the appointment of Mr. Costa Lima, as president of 
I.B.C. For a brief period thereafter, afloats to New York 
declined to 80,000 b/c, 
replenish. F.O.B. business picked up for Paranas. Santos 
was, and is, practically ignored except for Army pur- 
chases. The answer is simply that Paranas are running 
better However, with the arrival 
of several good cargoes accompanied by continued de- 


some with a resulting rush to 


at attractive discounts. 


clining prices, demand was at a minimum. 
The December ‘'B”’ 
trade. Up to September, every spot month had advanced. 
On November 3rd, there were 532 lots (133,000 bags) 
open against December, with 5,000 odd bags of certifi- 
cated Brazil. With little or no prospect of delivering 
Santos and Paranas at 300 pts. discount, wat could be 
delivered? What happened was that the trade failed to 
appreciate or evaluate Brazil's support. Without it, there 
was no one willing to carry the ball. The December 
position collapsed, along with the whole market. 


position also double-crossed the 


From the end of 1957 to the beginning of December, 
1958, prices declined approximately 15¢ on Paranas, 12¢ 
Salvadors, 


on Colombians, 16¢ on Mexicans, 15¢ on 
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6¢ on Ambriz and 914¢ on Ugandas. You will see that 
Yet during the 
off-season, when Brazil should have benefited from lack 
of Central offerings, Brazil held the market, until new 


the real pressure came from Centrals. 


Central offerings were again plentiful so that starting in 
late October, Centrals took advantage of Brazil's firmness 
to sell a lot of coffee. Brazil kept talking of competing 
with African Robustas, yet the real villain was Central 
America. 

Another setback for Brazil in 1958 was loss of demand 
for high grades. What good is a 2/3 if it 
better than a 4/5? Yet, Brazil's attitude was that the crop 


drinks no 


did not produce fine quality Brazils 
take this into consideration. 


so the buyers should 


The failure to increase consumption can be blamed on 
many factors, including lowering of quality in a_ price 
war, and failure to improve brewing methods, which in 
turn reverts to very poor propaganda. Cotfee has a 
million or more dollars to spend, but I have yet to see a 
trade sponsored television skit, while our tea competitor, 
with much less money, is doing an impressive job with 
their spot commercials. 

Fortunately, I was asked to write only on 1958 de 
velopments. A far more difficult job would be to write 
on solutions to our many problems. Right now, it looks 
like a question of allowing prices to seek their own levels, 
and this will certainly be the only solution, unless coffee 
producing countries really get together in a quota system 


and restricted production program 


let's sell twice as much coffee 


(Continued from page 38) 





it anticipates will give it a new and powerful marketing 
tool to use nationally, 

To fully develop new groups of consumers and more 
effectively appeal to present consumers, we, as individual 
advertisers, should get off the dead-end road of ‘cents off” 
deals and distracting ‘off-beat’ advertising, and on to 
the high road of the romance of coffee. 

There is no reason why America’s national beverage 
should not equal the per capita consumption in cups that 
tea enjoys in Britain. That would be twice as much coffee 


as we're selling today 
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ROBUSTA 
COFFEE 


from 


IVORY COAST 


@ Increasingly popular because of uniform blend- 


ing quality. 


@ Quality assured through modern preparation. 


CHAMBER OF COMMERCE 


P.O. BOX 1399, ABIDJAN 
IVORY COAST, FRENCH W. AFRICA 


United States Representative 

French Overseas Territories Division 
Commercial Counselor to the French Embassy 
610 Fifth Avenue, N. Y. 20, N. Y. 

Cl 5-7974 


i J a ee x 

photo shows a view of the modern city of Abidjan, the main port of Ivory Coast. The second photo illustrates 
a typical coffee tree nursery in the interior. The third photo pictures the spraying of coffee trees with up-to-date 
equipment. On the lower left is shown a native type drying bed, although the more modern method of drying on 
concrete is widely used. The center picture illustrates one of the mobile hulling units in use in Ivory Coast. On the 
right is shown one of the new cleaning and warehousing plants in Abidjan. 


SS 
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meeting the over-and-under production cycle 





By EDWARD BRANSTEN, Director 


There is no subject in the entire world of coffee that 
begins to compare in importance with the problem of 
over-production. We have all heard and read a great deal 
in the last year or two about offsetting over-production by 
increasing consumption. All that can be said on this 
subject is that every effort 
should be made to see that 
more coffee is consumed 
throughout the world and 
in this country. 

It must be emphasized 

again, however, that merely 
to tell people to drink more 
coffee is not enough. People 
are still making coffee im- 
properly; that is, they are ae 
not using the proper amount : a 
per cup. The effect of this ban eS A 
incorrect brewing is double: 
On the one hand, it restricts consumption, and, on the 
other hand, it provides poor coffee to the consumer, 
thereby discouraging him from drinking more. The 
emphasis should be constantly on proper brewing with 
the proper amount of coffee per cup. 

To my way of thinking, this is the only sound principle 
for increasing consumption. People are. still drinking 
much poorer coffee on the average in the United States 
than they did ten years ago. 

But even if this objective 
accomplished as of this moment, the oceans of surplus 
coffee that exists in the world today would overwhelm 
any such effort. One only has to take a serious, sober look 
at the worldwide statistical position of coffee today, in- 
real- 


that is, better coffee—were 


cluding the prospects for the next two years. A 
istic view of these figures would dismay anybody trying 
to establish some plan of orderly marketing of raw ma- 
terial. Of course, this all has to do with the prices of 
green coffee, which have fallen to the lowest level since 
1949, when coffee took its steepest rise subsequent to 
World War II. 

The various efforts to stem the tide, such as the Mexico 
City Agreement, the Rio conference, the recent new 
agreement in Latin America, and government support by 
Brazil and Colombia, are heroic efforts, and have been 
effective for the short period in preventing precipitous 
falls. But they have not by any means grappled with the 
underlying market forces. 

There are thousands of voices raised with answers to 
the problem. It might be well for a minute to review 
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and boil down what the problem actually is. It divides 
itself into two parts. 

There is under-consumption in all countries, including 
our own, where it may well be that due to our foolish 
lack of attention to proper coffee brewing, up until very 
recently, per capita consumption has not increased. In 
Europe, consumption of coffee has scarcely regained its 
prewar position. I understand that very little has been 
done in the producing countries for the promotion and 
consumption of their own beverage. There ts a vast field 
in all these countries and in others to increase the con 
sumption of coffee. 

The second problem is over-production. A thousand 
theories and a thousand voices have been raised as to what 
can be done concerning this vast problem, by far the 
greater of the two. Answers range all the way from what 
I would term answers on the extreme right, which would, 
in effect, free coffee from all controls whatsoever, in- 
cluding the complete freeing of exchange and non-inter- 
ference in the flow of coffee by any government or group 
of countries. Answers on the extreme left would com 
pletely control and finance, by government entities, pro 
duction and shipment. I think there are very few people 
who would recommend either of these two extremes. 

Complete freedom of trade would imply the raw oper 
ation of the laws of supply and demand without any in 
terference whatsoever—and ‘“‘nature in the raw is seldom 
mild,” particularly in the coffee world. It is well to stare 
such a prospect in the face; to realize what we are faced 
I think we must all realize that 


there 


with should this happen 
under the 
would be an almost immediate collapse in the coffee 


present circumstances and prospects, 


market. Chaos and disaster would follow, both economic 
and political, for many countries 

If we do not wish this to happen, we must realize that 
in the next few years we are going to have to go along 
with a certain amount of regulation in which we in the 
United States take official part, and also realize that we 
are part of the problem, and that, in fact, we are also 
partly to blame for its existence. We are to blame be- 
cause past foolish methods of promotion for coffee have 
not increased We are to 
cause we encouraged countries to produce more coffee 


its consumption. blame be- 
because of totally incorrect information on our part as 
to increased plantings which were being made in the 
producing countries; in fact, many people in the industry 
really believed there would be a coffee shortage in a very 
unbelievable that such incorrect 


few years. It is almost 


(Continued on page 113) 
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LEON ISRAEL & BROS., INC. 


COTTrEe 
IMPORTERS 


NEW YORK SAN FRANCISCO NEW ORLEANS 
101 FRONT STREET 160 CALIFORNIA STREET 300 MAGAZINE STREET 


MEMBER OF 
AGENTS FOR 
LEON ISRAEL AGRICOLA E EXPORTADORA S/A (BRAZIL) 


Coffee Planters & Exporters 


SANTOS RIO DE JANEIRO PARANAGUA ANGRA DOS REIS 


ISRAEL (LONDON) LTD. General Agents for Europe 110 Cannon Street, London, E. C. 4, England 
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By JOHN H. NAUMANN, 


For the last 25 years, the agricultural policy of the 
United States has been firmly rooted in the idea that only 
by assuring remunerative prices to producers can a high 
rate of production be maintained, and industry and the 
individual have been heavily taxed to provide the neces 
sary funds for the subsidi- 
zation of agriculture. 

This policy 
substantial surpluses to be 


has caused 
built up, and already agri- 


cultural) products now on 


hand are estimated to have 
cost the taxpayer some eight 
b-llion dollars, and the cost 
of storing the vast quanti- 
tres accumulated by the gov- 
ernment runs into a million 
But 


long as this continues to be 


dollars a day. just so 

the policy of the govern- 

ment, the extensive drift away from the land to the cities, 

which threatened in the early 1930's, will be arrested. 
Similarly in coffee, when prices fell to the disastrous 

6¢ S¢ 

drift in the 30's was away from the land and towards the 


level of for Santos 4’s and for Colombians, the 
cities in coffee producing countries, with a resultant lack 
of care and cultivation on plantations, so that in the 
period 1942/50 production was averaging below con 
sumption, the gap being made good by the surpluses 
Brazil had accumulated in the 1930's. 

But when coffee prices climbed at the end of 1949 and 
remained high in the succeeding years, it became profit 
able to plant coffee. At the same time, populations in 
producing countries were growing, so that both immi 
grants and native-born citizens were attracted to plan 
tations once again, with the appreciable increases in pro 
duction we are witnessing today 
insofar as production and consumption 
early 


Comparatively 


are concerned—we are back in the late 20's and 
1930's. And it appears as though history ts likely to re 
peat itself. If so, by 1965 we shall again be in the position 
where production and consumption are in precarious 
balance with every prospect that present surpluses will be 
found essential in the years immediately following. But 
on this occasion, the drift to the cities is likely to absorb 
the agricultural workers permanently, as industrialization 
in Latin America is today very extensive in comparison 
with the early 1930's; furthermore, industry everywhere 
pays higher wages than agriculture, and the returns from 


it are not subject to the same climatic uncertainties 


This vast recurring imbalance of production and con 
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sumption is obviously an unhealthy feature, and it must 
be cured if the industry is to have any stability for the 
future. In fact, one might go further and say that the 
decline of all basic commodity prices can well be of the 
most serious concern to us all. Already the reduction of 
buying power in many parts of the world, due to the 
lower prices of primary commodities, has caused our ex 
ports to decline substantially, and vessels are already 
leaving our shores in ballast, finding no outward bound 
Cargo. 

The producers of coffee have recently made the first 
real attempt on a world-wide basis to cure this situation, 
but the breakdown of the Washington world conference, 
owing to the inability of the African producers to go 
along with the plan for the orderly marketing of coffee in 
the 1958/59 crop season, resulted in the conclusion of a 
regional agreement limited to the Western Hemisphere, 
comprising 15 Latin American producing countries 

The Latin American bloc at the Washington conterence 
was naturally much more concerned with the successful 
outcome than were the African producers, in view of the 
fact that Latin American production represents over 80% 
of world production while that of Africa is only 17.6% 
It was thought that local interests might be submerged and 
the welfare of the majority would hold first place in all 
decisions. This could not happen, due in large measure 
to the fact that local administrations in various parts of 
Africa were unable, for political reasons, to commit them 
selves to the plan 

It might have been concluded that after the signing of 
the Agreement by the 15 Western Hemisphere nations, 
some stability would have been insured, but it soon be 
came evident that, despite restricted annual exports from 
the the 
pact, several producing countries were pressing their 
the 
be termed the public interest of the consortium 
Brazil 


each individual country, due to mechanics of 


merchandise on market regardless of what might 


As the situation stands at this writing, can be 
said to have been the sheet anchor since the pact was 
signed. If other producers whose merchandise normally 
sells at premiums over Brazils intend to go on pressing 
their coffee on unwilling markets at prices at discounts 
below Brazils, then they must not be surprised if one 
day the hawser is cut and the sheet anchor disappears. And 
in this connection, it might be prudent to recall what 
happened tn 1937 when the conference in Havana finally 
broke up 

It might also be prudent to keep in mind Hilaire 
Belloc’s advice to the young in his “Cautionary Tales’ 
“Always keep a hold of nurse 


. , , @., 
For fear of finding something worse 








FEDERACION CAFETALERA DE AMERICA 


FEDECAME 





with her fourteen high quality coffee 
producing member countries 


COSTA RICA CUBA DOMINICAN REPUBLIC 
ECUADOR EL SALVADOR GUATEMALA 

HAITI HONDURAS MEXICO 

NICARAGUA PANAMA PERU 


PUERTO RICO VENEZUELA 
TAKE THIS OPPORTUNITY TO WISH MEMBERS 


OF THE NATIONAL COFFEE ASSOCIATION 
EVERY SUCCESS AT THE 1959 CONVENTION 


Address your inquiries to: Box 739 San Salvador 
FEDECAME EL SALVADOR, C. A. 
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fine beverage is everybody's business 





By DR. ERNEST E. LOCKHART, 


Fine beverage is an ideal toward which every one must 
strive—no matter how close or how remote his connection 
with the coffee industry. If coffee is to maintain its present 
position as an outstanding leader in the beverage world, 
every one, whatever link in the chain he may represent, must 
work with ever increasing ef- 
fort to learn more about the 
chain itself and to draw a 
and 


with respect to his own link 


true proper perspective 
in it. 

While doing this, no one 
should lose sight of the very 
basic and important fact that 
coffee beverage is what the 
consumer drinks, judges and 
accepts or rejects, 

Pleasing the consumer is an 
objective that must be kept in 
mind at all times. Even under the best conditions, this ts 
not easily achieved. Fine coffee is still an ideal that has not 
been attained. Coftee could lose its place in the race to win 
the American consumer. There is still a great deal to learn 
about it in all of its aspects. The battle to win the approval 
and praise of the consumer is a battle worth fighting. 

What is the best way to carry out the attack? The best, 
surest and, in fact, the only way to fight is through appli- 
cation of information to educate every one involved, in- 
cluding the consumer. 

Three phases of activity are involved; first, development 
of information; second, translation of information into prac- 
tical utility; and third, making it possible for those for 
whom the practical information is intended to receive it 
and use it properly. 

During the past few years several positive steps have been 
taken in the right direction. But they are only small steps, 
like those of a baby learning to walk. They only demon- 
strate how the general problem can be attacked and how 
effective even small steps can be. 

Most recently, perhaps the most concerted effort in the 
history of the domestic industry toward education of the 
consumer was launched. 

Direct instruction of the housewife in beverage prepar- 
ation was carried out by the Pan-American Coffee Bureau 
with its advertising of recipes for making good coffee by a 
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Scientific Director 
The Coffee Brewing Institute, Inc. 


variety of methods in commonly available equipment. Di 
rect requests by the National Coffee Association to its mem- 
bers to participate led a large segment of the roaster group 
to use the recipes on cans and bags and to make available 
standard coffee measures. Close 
ation by the packaging industry has been vital to the pre- 
Direct instruction of the 


and very active cooper- 
liminary success of the campaign 
housewife through visual and aural media has been suc 
cessfully accomplished by The Coffee Brewing Institute, 
whose field staff has appeared on television and radio, 
often with the Trade 


journals and papers have been enthusiastically cooperative. 


support of industry members. 


There is no doubt that the housewife wants this kind of 
information and is eager to have it. The industry has, 
only now, begun to give her something realistic. It 
should not stop but should intensify its effort. The 
“better brewing campaign” is a battle for every day, for 
every year. 

The recipes that make the heart of any such educational 
activity, no matter what form it takes, are a practical 
translation of some of the research done by The Coffee 
Institute during the few years it has been a part of the 
industry. 

What was done to provide practical instruction for the 
housewife has also been done for public feeders. A 
bulletin, “About Good Coffee,’ was issued jointly by the 
National Restaurant Association and The Coffee Brew 
ing Institute. Although it was the same kind of practical 
translation of research information as the recipes de- 
veloped for the housewife, and it was widely accepted 
and acclaimed as a base for better brewing among pub 
lic feeders, the coffee industry as a whole did not ac 
cept this initial opportunity to promote aggressively and 
dynamically to an important segment of its consumers 
But it is not too late to capitalize on this material, which 
is as useful in its own right as are the consumer recipes 
The industry cannot afford to neglect any weapon that 
will assist in a total campaign, if the campaign ts to be 
successful. 

Education based on a practical translation of research 
is a new approach to the consumer. The industry, in 
relation to its age, has only recently begun to realize how 
important to the merchandising of coffee information 


derived from research can be. For example, only within 


(Continued on page 106) 
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RIO DE JANEIRO 

VICTORIA > BRAZIL 
PARANAGUA \ 


SO PERE. &- her NDUSTRIES a 








| Talwes 





what price coffee? 
. . . prediction by formula 





By IRWIN SHISHKO, Coffee Analyst 
Merrill Lynch, Pierce, Fenner and Smith 


Price forecasting 1s not precise science, Our best effort 
my fail because of the remote, the unseen, or the unexpected. 
In the words of an apt old proverb: “We talk, but God does 
what he pleases.” 

But fallible as forecasts are, 


How shall 


we go about it? Many people 


we must do our best to fathom 


the price outlook. 


assess price possibilities on 
the basis of “intuition”, de 
veloped over many years otf 
Others 


“statis 


practical experience 
carefully analyze the 
tical position” and = try to 
weigh | its 


terms. All 


forecasting 


impact in price 
approaches — to 
price have ons 
thing in common, They try 

to evaluate the future based 

on past patterns of market be- 

havior, on relationships which seem to have held between 
price and the factors considered most pertinent. 

These rclationships can be used in a more systematic way 
in order to forecast prices. We can apply certain mathe- 
matical-statistical techniques to guage what some traders in- 
fer on the basis of mtuition or logic. We can “predict by 
formula’. 

Let's remember, however, that there is nothing sacred 
Other methods may yield 
equal, or at times superior, results. There is, however, 
some advantage to the mathematical method. It affords a 


more objective means of estimating prices, and it enables 


about mathematical techniques. 


us to arrive at a specific price goal 

A detailed analysis of the factors affecting coffee prices 
was prepared in 1954 by Richard J. Foote and Henry Hopp 
of the Foreign Agriculture Service. In this study, two fac- 
tors were seen to be most significant pricewise: (1) the size 
of available world stocks in relation to world consumption ; 
and (2) the size of Brazilian exportable production relative 
In addition, an important 
It was found that 


to the level of Brazilian exports. 
“adjustment factor’’ was incorporated. 
in periods of rising coffee prices, the market advanced 21% 
more than would have been expected on the basis of supply 
and demand alone. In deflationary periods, prices averaged 
11° lower. 
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Analyzing these factors for the period 1883-1949, the 
authors of this study came up with a price-estimating “form 
Using this formula, we can calculate the expected 
“import value” of all coffee arrivals (at their ports of 
In recent years, Santos 4’s FOB have usually been 


ula”. 
WS. 
origin) 
priced 2 to 3 cents above average import value 

What price does this formula lead us to expect for the 
current (1958/59)? To get our answer, we have 
substitute appropriate 1958/59 data in the formula, That 
poses one serious difhculty, the problem of choosing cor 
The cruciality of this choice to the price fore 


season 


data 
cast cannot be overlooked 


rect 


Using the formula, we have calculated two 1958/59 


price forecasts. In the first calculation, it 
all coffee stock and all coffee produced will be available 
The second forecast is calculated on what seems 
withheld 


is assumed that 


for export. 
more realistic grounds. It 1s assumed that coffec 
prior to this season will remain off the market, and that 
Brazil will hold back 40% of her current crop as planned 
Note that no assumption iy made about the fulfillment of 


other commitments under the Latin American Agreement 


The results scem quite interesting. As we would suspect 
the estimated average import value in 1958/59 proves to be 
very low on the basis of free supplies. Using the selected 
data, we get a figure of 21¢ from the equation, On the 
other hand, if we assume that coffee is withdrawn (to the 
extent indicated above), then the expected import value in 
1958/59 is 32¢. Translating this into Santos 4 prices, we 
should expect an FOB value around 23/24¢ under free sup 
ply conditions, and 34/35¢ given more “controlled supplies 

It is interesting to compare these results with calcula 
tions based on similar statistical work, done by Rex F. Daly 
(Agricultural Economic Research, July, 1958.) It will suf 
fice to point to one of Mr. Daly's simplified conclusions. He 
indicates that an increase of 10% in the “relative world sup 
ply’ positions tends to reduce U. S. wholesale prices for 
coffee about 20% (assuming real income of consumers ts 
held constant.) In other words, the change in price tends 
to be twice as great as the reverse change in “relative world 
supply”. 

Using our own data, we find that relative world supplies 
increased 15% between 1957/58 and 1958/59. This, in 
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coffee for today’s homemaker 





it’s fulfilling many new functions in her schedule 


By ELLEN SALTONSTALL, Director of Consumer Services 


New ways to use cottee, new occasions tor serving it 
both have been favorite themes of food editors during 1958 
These two ideas have been linked with the better brewing 
story to form the basis for the current food publicity pro- 
of the Pan-American Coffee Bureau’s Consumer Ser 
With the 
cooperation of 
food 


Magazines 


gram 
vices Department. 
invaluable 
newspaper pages, wo 


men's and home 


making programs on_ both 
radio and television, the lady 
of the house 


flattering 


is learning a 


new Interpe rtation 


of — coffee's place in the 


scheme of things. During th« 


past year, the American we 


man has been made aware 


that coffee plays many roles in 
her social and homemaking 
schedule 

Firse of all, that 


coftee 1s an important social drawing card. Entertaining with 


she has learned a pot of well-brewed 
coffee means entertaining informally, inexpensively and east 
ly. Today, that kind of informality is the keynote of a 
great deal of social activity. 

Also, it is precisely what is needed by the homemaker 
who wishes to broaden her horizons by entering into what 
Witness the recent 


As never before, all of us 


might be called public service. rise of 
the Coffee With a Purpose. 
have become aware of the Political Coffee, the Committee 
Coffec, the Coffee for Charity, the PTA Coffee, the Coffee 
After Church Within a surprisingly 
short time, all of these have become common terms among 


and so on and on. 


women everywhere. 

Needless to say, this new coffee terminology did not 
evolve entirely of its own impetus. The fact is that the 
Bureau's Consumer Services Department has been working 
toward greater acceptance of the coffee social for many 
years. Through the department's food publicity, all the 
variations on the coffee-social theme have been told time 
and time again in newspapers, magazines, on radio and 
television. Suddenly, the long campaign is bringing sur- 
prisingly successful results 


JANUARY PSS 


Pan-American Coffee Bureau 


Brewing is emphasized 


Now that the popularity of the Coffee Social is nation 
wide, the Consumer Services Department has redoubled 
its efforts to popularize the assets of entertaining with coffec 
Its articles and releases repeat the message over and over: 
all forms of the Coffee Social are friendly, simple to prepare, 
informal, inexpensive and can be fitted easily into any hour 
of the day. Moreover, the importance of serving good cot 
fee is always stressed, and proper brewing instructions are 
seni to editors at every opportunity 

There are two recent examples of this kind of publicity 
originating in the Bureau's Consumer Serivces Departm« nt 
In November, a monthly newspapers release was written on 
new 


This 


completely Scnsl 


the service of demitasse coffee before dinner, a 
casion’’ which was devised by the Bureau about 1950 
service, called Petit Cafe, is an attractive, 
ble idea for those who do not serve cocktails during the 
social hour before dinner. It is also recommended because 
it is a social custom in which teenagers may be included 
along with the adults. Brewing directions were sent along 
with the story and food photograph to more than 1,400 
daily newspapers in the United States and Canada. Al 
though the suggestion of Petit Cafe has been promoted from 
time to time over the last eight years, the response to this 
latest story was truly overwhelming 


that the time has come for a much greater acceptance of 


It seemed to indicate 


the entire idea of pre-dinner coffee 

Another example of successful publicity on a coffec 
“occasion” occurred with the publication of the October 
Coffee Newsletter. 
ingly popular Political Coffee, an informal gathering where 
women meet their candidates and have an opportunity to dis 
in with this feature, the 


This featured an article on the increas 


cuss the election issues. To tie 
Newsletter offered quantity brewing directions and a re 
lated food picture-story to all daily newspaper editors 
Again, the response passed all expectations, Obviously, the 
American woman has come to accept the social uses of coft- 
fee more enthusiastically than she ever has before 

In addition to the social aspect of coffee, PACB’s Con- 
sumer Services has continued to emphasize another new role 
which coffee plays in today’s homemaking. This is the 

(Continued on page 125) 
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cup quality | 
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key to more consumption 








You are probably tired of reading about quality. Roast- 
ers hear it preached at conventions and then go back 
to their jobs to push for bigger short-term sales and 
profits, sometimes at the expense of quality. But the long- 
range program for a healthier coffee industry and greater 
sales and profits for your own business is to do everything 
to help your customer enjoy a finer cup of coffee at home 
or elsewhere. 

Upgrading of restaurant blends would do much to in- 
crease coffee consumption. The coffee served in many 
restaurants is a disgrace to the industry. 

Who is to blame? In most cases the roaster, not the 
restaurant operator, because the blend itself is so down- 
graded. In my experience in eating out, a good cup of 
coffee has been the exception rather than the rule. 

Since 1950, the price of a cup of coffee in restaurants 
has gone up, while green coffee costs have returned to 
1950 levels. Therefore, the cost of ingredients in a cup of 
coffee, including cream and sugar, is less on a percentage 
basis than it was eight years ago. It is doubtful, however, 
if the restaurant operator enjoys greater profits from a 
cup of coffee because the costs of labor, breakage and 
overhead have gone up considerably during this period. 
Nevertheless, the percentage cost of the coffee is less, so 
that now would be a good time to sell the restaurant 
operator quality instead of price. The restaurant patron 
is entitled to enjoy a blend as good as what he buys for 
home use. 

I believe that if all restaurant blends were fully equal 
to the major vacuum pack blends, the restaurant customer 
would have that “one more cup” every time he ate out. 
Since about 25% of this nation’s coffee supply goes to 
public eating institutions, one more cup by their patrons 
would amount to a sizeable increase in consumption. 

In a recent survey, people were asked why they returned 
to certain restaurants. Their reasons, in order of im- 
portance: 

Cleanliness 
Quality of food 
Service 

Quality of coffee 
Price 
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By ROBERT A. MANNING, President 


San Francisco Coffee Club 


Many other reasons were given, but these five stood 
out. The significant fact is that the quality of the cup of 
coffee is of even greater importance in the customer's mind 
than price. Therefore, the salesman should sell the oper- 
ator on the quality of his product rather than the price 

A reputation for a fine cup of coffee is a major factor 
in the success of the Manning's Coffee Cafes on the Paciti 
Coast. This enterprise was founded by my father and his 
brother in 1908, in the Pike Place Public Market in 
Seattle, Washington, where they opened a small retail 
coffee and tea store. They served cups of coffee over the 
counter for three cents and five cents. People would stop 
for coffee and bring their own food, so the brothers be 
gan to sell sandwiches and pastries over the counter 
From this humble beginning grew a chain of 35 cafeteria- 
style restaurants which feature a fine cup of coffee. 

The Coffee Brewing Institute is working with the Na- 
tional Restaurant Association in educating restaurant 
personnel on proper brewing procedures. They have 
done a good job in developing a practical and effective 
brewing procedure manual. The finest blend can be 
nullified by improper brewing procedures and equipment. 
By working in a cooperation with The Coffee Brewing In 
stitute and the National Restaurant Association, the 
roaster salesman can do much in helping the restaurant 
operator cope with these problems. 

We must also help the housewife make a better cup of 
coffee at home. This can be done through brewing di 
rections on the package and through various advertising 
media. 

Much has been said about educating the consumer 
but very little about supplying her with better brewing 
devices. 

The automatic electric percolator seems to be the most 
popular utensil because of the convenience of its automatic 
feature. Coffee experts agree that boiling impairs the 
flavor of coffee, yet a percolator must boil the coffee in 
order to function 

In my opinion, metal imparts a flavor to coffee when 
the brew is allowed to stand for any length of time. Until 
a more neutral metal is developed, pyrex, china or porce- 
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IMPORTERS OF COCOA, COFFEE 
AND OTHER COMMODITIES! 
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% A Coffee Convention “Fact-Reference” Feature: Public Feeding 


get coffee featured on menus 





if you do, you'll help your institutional 


customers sell more of your coffee... 


By LEO NEJELSKI, President 


Nejelski & Co. (Market Development Counsel) 


A study our organization made for The Coffee Brewing 
Institute clearly established that coffee is more important 
at breakfast than at any other time. In fact, 65 of the 
persons innterviewed, and who felt that coffee was important 
to them at some meals, said so. 

Throughout the day, as a 
a customer's choice Fa 


ae 
a 


factor in ; 
Ph 


of a place to eat, coffee 


proved to be the most im 
portant food item, Among all 
items, it was superseded only 
by cleanliness and courteous 
SEFVice 

Yet, in analyzing over 500 
menus—including — breakfast, 
luncheon and dinner menus 
we found that coffee was giv- 
en little more than casual 
mention or a ‘‘catalog’’ listing. 

Numerous restaurants exercise great care in brewing good 
cotfee. However. very few really do a good job of cashing 
in on their effort. 

This is most interesting, because in the past, numerous 
restaurants built their reputations and acceptance on good 
coffee. They bragged about their good coffee. And _ they 
featured it on menus and on. their promotional material 
Today, especially in our larger cities, many small restaurants 
are finally becoming alert to this appeal. 

Why, then are so few eating places featuring on their 
menus the care and attention they give to brewing good 
coffee ? Perhaps the answer can be found in the fact that, 
until recently, few restaurant operators have realized the 
value of their menus. The menu is not only the restaurants 
man’s principal medium of communication with his cus- 
tomers, it 1s his most powertul advertising medium, as well 

Other maga 
zines, billboards, guides 
But when the customers are inside, the image of the place, 
anticipation of food to be served, the expectations in terms 


all these are shaped initially 


radio, 
draw people into a restaurant. 


means of advertising newspapers, 


of enjoyment and satisfaction 
by the menu. So why not utilize this medium to the utmost? 

Restaurant Management Magazine underwrote a pioneer- 
We were flattered when asked to con- 


We 


ing study of menus. 


duct this pilot project. were interested because, in 


JANUARY, 1959 


developing marketing programs for several clients in this 
field, we found practically no information about what restau 
rant customers expected in menus. 

Imagine our interest when we summarized a group of tn 
tensive interviews and observations of how people read 
into directives to restaurant operators, 


menus, Translated 


here were their views: 
Use imagination 
Advertise your food 

Sell your customers 

Mike 


pre 
program 


P ; 
your menu part of a complete merchandisin 


The first clue came from a realization that very few people 
read menus item by item. They jump around, usually look 
ing for familiar items and dishes 

We 
menus 
which the restaurant operator should feature his spectalties 


also found that the corners and outer edges of 


were the first read areas. These are the spaces in 
This is his most important advertising space 

Readability is also important. Big type that can be read 
easily in the dining room even by persons with impaired 
eyesight is especially welcome. So are big headings that 
separate the soups from the salads and the lunches and 
dinners from the a /a carte sections. 


People like words that not only describe but that also 
give them a preview of what they will taste and experience 
One of the descriptions that was favored by most people 
was this: 

WOODEN SALAD BOWL of Mixed 
with Julienne of BREAST OF TURKEY 
BEEF TONGUE, French Dressing 


Dining out is far more than just eating 


Greens 


And 


It can be a 
means of entertaining and treating the family, of wrapping 
up a business deal, a form of relaxing, or any one of a 


restaurant 


associations. As a consequence, 


hundred other 
Operators are dealing with people in many moods 
tainly, this situation is much more complicated than when 


to their supermarket to buy groceries 


Cer 


the same persons vo 


with which to feed themselves 
People expect menus to dramatize the food served. This 


is comparatively easy when it is a steak house. A seafood 
(Continued on page 130) 





Night scene downtown New York 


From New York to Boca Katon ... 


C. E. BICKFORD & CO. 
Coffee Brokers and Agents 
Since 1886 
ustant Coffee 120 Wall Street 427 Gravier Street 
63-66 Commercial Wharf Boston, Mass. New York 5, N. Y. New Orleans 12, La. 


ARABAN COFFEE COMPANY, INC. 
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90 Front Street 25 Jay Street 97 Front Street 
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AUSCH COFFEE COMPANY, INC. JABEZ BURNS & SONS, INC. 
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and Private Label Packers : ; 
111 Wall Street I Ith Ave., at 43rd Street 
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ROLLINS BURDICK HUNTER CO. EE Tan 
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116 John Street New York 38, N. Y. Rochester, N. Y. Brooklyn, N. Y. 


H. L. C. BENDIKS, INC. 
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96 Front Street 225 Magazine Street 
New York 5, N. Y. New Orleans 12, La. 
‘ “ York 5, N. Y. 
25 California Street, San Francisco 11, Calif. 129 Front Street odie 
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Boca Raton Club, Boca Raton, Florida, Site of NCA's 1959 Convention 


2. Best Wishes at Convention Cime 
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102 Front Street New York 5, N. Y. 
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W. J. DONOHUE & CO. 
Coffee Brokers and Agents 


102 Front Street 
Daniel A. McNulty Thomas J. Mangieri 


DWINELL-WRIGHT COMPANY 
White House Coffee & Tea 


68 Fargo Street Boston 5, Mass. 


EPPENS, SMITH CO., INC. 


“Home of Holland House Coffee & Tea Products” 


Packe us 


For The Trade 


Secaucus, N. J. 


Importers —Roasters 
520 Secaucus Road 
EDWARD J. FINNEGAN 
Coffee 


100 Front Street 


B. FISCHER & CO., INC. 
TEA — COFFEE — SPICES 


585 Gerard Ave. New York 51, N. Y. 
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129 Front Street 


H. S. FROMME & CO., INC. 
Coffe es Teas 
Importers Roasters 


66 Front Street 
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Importer of Coffee 


99 Front Street New York 5, N. Y. 


THE GRAND UNION COMPANY 
Coffee Roasters & Packers 


100 Broadway East Paterson, N. J. 
THE Great ATLANTIC & Paciric TEA Co. 
Importers, Roasters and Retailers of Fine 
Coffees Represented in 
BRAZIL COLOMBIA 
by the American Coffee Corporation 


HARD & RAND, INC. 
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JEWEL TEA CO., Ine. 


Coffee Roasters 


99 Wall Street 


WM. L. KORBIN & CO. 
Coffee Brokers 
98 Front Street 
LO CURTO & FUNK, INC. 
Custom House Brokers 


21-24 State Street 


MAXWELL HOUSE 
DIVISION OF GENERAL FOODS CORP. 


Variwell House Coffee, lustant Marivell House, 


Yuban Coffee, Sanka and Tustant Nanka 


Hoboken, New Jersey 


EDWARD P. MeCAULEY & CO. 


Givecn Coffees 


One Jones Lane, N. Y. 5, N. Y. 


NAUMANN, GEPP & CO.. INC. 
NEW YORK 
England — LONDON 
Brazil — SANTOS, PARANAGUA, RIO 
British East Africa — NAIROBI, MOMBASA 


New York, N. Y. 


New York 4, N. Y. 


New York 


America’s 


Coffee Center 
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N. C. A. 


JAMES P. NORTON 
Coffee Brokers 


104 Front Street 


OLD DUTCH COFFEE CoO., INC. 
Packers of Old Dutch Coffee 


80 Front Street 


OWEN & STEPHENS 
Coffee Brokers 


95 Front Street 


PORT WAREHOUSES, INC. 
Stores for the Trade 


41-47 Vestry Street New York 13, N. Y. 


JOHN E. RAISCH & CO. 


Weighers - Sample rs - luspectors 


Cable Address "IRENE" Agents in all Ports 
15 Moore Street 


DAVID ROSSMAN, INC. 
Coffer 


86 Beekman Street 
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America’s 


No. 1 Beverage 


SABROSA COFFEE COMPANY, INC. Wabeee be Fee 
Simon Auskern — Samuel Roseman D B/A WALTER F. POWERS 
Weigher and Sample 


Coffee Roasters and Packers 
; 24 Stone Street New York 4, N. Y. 


Brooklyn, Ni ¥. New Orleans Office 


620 Tchoupitoulas Street 
UNION BAG-CAMP PAPER CORP. 
Packaging Since S61 


New York 7, N. Y. 


56 Pearl Street 
New Orleans, La. 


SCHAEFER KLAUSSMANN CO... INC. 


Quality Coffees De pe ndable 


99 Wall Street 233 Broadway 


SCHOLTZ & CO. DAVID WEINSTEIN 
Coffec Brokers 


Tin por ters and Mar porte Vs ; 
Cup Selections a Npecialty 

82 Wall Street 140 Front Street New York 5, N. Y. 

S. A. SCHONBRUNN & CO. INC. WESP WEIGHING COMPANY 


Colfer Navrarin lustant Coffee =e 
Wetyghers aud Samplers 


Vedaglia @Ovoe Demi-tasse 
Grand & Ruby Aves. Palisades Park, N. J. 82 Beaver Street New York 5, N. Y. 


NSararin 


SEEMAN BROs. INC. Compliments o 
Vew York, N.Y. W. WIRT WICKES & SON, INC. 
Roasters and Distributors lintage Crop Coffees 


WHITE ROSE COFFEE 


10 Gouverneur Lane 


WOLMET RAW PRODUCTS CO. 


Lue wis 


W. LEE SIMMONDS & CO. 
Green Cotter 


New York 5, N. Y. 


Coffee Brokers and 


108 Front Street 135 Front Street 
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from apprehension to confidence 





a progress report on coffee buying for public institutions 


By ROBERT B. SASSEEN, Chairman 


Institutional Advisory Committee 


Another year and, therefore, another look at the service 
that the Institutional Advisory Committee has been per- 
forming. There is now no doubt in anyone's mind but 
that this service has helped change the role of the instt- 
tutional purchaser from one of frustration and apprehen- 
sion to one of confidence 
and a sense of security. 

Unquestionably, in areas 
where this service is being 
used. better coffees are be- 
ing delivered, reasonable 
bidding is now the order of 
the day, and the consumers 
of institutional coffee are no 
longer griping and disturb 
ing their superiors with 
complaints 
fully under- 


roasters in any 


It must be 
that 
area where certain abuses in both bidding and deliveries 


stood 


apparently exist, have in their hand the weapon that 


will force bidding to be more realistic and deliveries to 
be more in line with specifications. 

The local roaster who does this business should in- 
terest himself where and when he thinks abuses are pre- 
valent by urging upon the state, city or municipal buyer 
the services of your association. 

As it is now, hardly a week passes without the associ- 
ation receiving inquiries as to this service from some in- 
terested party in the United States. We of the com- 
mittee feel that this is very gratifying and shows that 
some roaster has been alert to the possibilities that this 
service offers and urged some institutional buyer to in- 
vestigate. 

While we are not soliciting business or urging that 
roasters approach institutional buyers, we of the com- 
mittee feel that this service is one thing that the associ- 
ation can take credit for instituting, so that not only will 
bidding be reduced to a reasonable state but the end 
product, namely good coffee, will be served, and because 
it will be liked and appreciated, more coffee will be sold. 

To that end we have dedicated this program. 





meeting the over-and-under production cycle 


page 45) 





predictions could have been talked about in the world 
offee trade just a few short years ago. 

Faced, therefore, with the necessity of doing some- 
thing, and even of cooperating with the producing coun- 
effort, we a right to demand a few 
I think the first one that we must request 
coffee when 


We have 


a right to request that producing countries take a large 


trices in this have 
prerequisites 
is non-interference with the free flow of 


the price is adequate, as it has been in the past 


measure of responsibility for helping themselves, such as 
adequate control and planning of plantings; not fighting 
among each other for shares of the market; and continu 
ing to encourage new planting where there are no pros 
pects of gain. We have a right to request full, com 
plete and audited statistics made up by an international 
group to give information as to the statistical position of 
coffee in all countries in the world. Many of the mis 
takes of the past have been brought about through sheer 
ignorance of the statistics of coffee. 

There should be one central organization to gather such 
statistics of production and consumption from all parts 
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of the world, whose figures would receive the official 
sanction of various governments, including our own, and 
all interested parties throughout the world. 

With these steps as prerequisites for cooperation by the 
United States, it will then be the duty of everybody, in- 
cluding ourselves, to put our best minds to work in 
order to prevent what will otherwise be a complete col- 
lapse and breakdown of the coffee situation. It is incon- 
ceivable that our country would allow such a situation 
to take place. We should be interested in a relatively 
stable market without either the extremes of very high 
prices or disastrously low prices. Nobody but a specu- 
lator is interested in anything different. 

The cycle of over-and under-production brought about 
by low and high prices is not an inexorable one. Just 
because coffee has had such a violent history in the past 
does not make it inevitable that such a situation will con- 
tinue in the future. Our interests and those of the pro- 
ducing countries are too closely related to permit such in- 
stability to go on forever. There must be planning in 
the future without undue regulation and, when the time 
is right, such a plan must and will be worked out by 
the saner heads of the chief consuming and all of the pro- 


ducing countries. 
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rading and classifying coffee 
for the U. S. 


Armed Forces 





By ALBERT HANEMANN, New Orleans Member 
U. S. Army Coffee Advisory Committee 


National Coffee Association 


One of the highest compliments that can be paid an 
industry is for government to require that industry to 
supervise itself in any phase of its negotiations with 
government. 

That tribute was paid to the coffee industry even before 
our entry into World War 
II. When it became obvious 
that heavy procurements of 
coffee would become neces 
sary, the U. S. Army and the 
National Coffee Association 
entered into an agreement 
whereby all 
cottee 


deliveries of 
green 
chases for the Armed Forces 
would be graded and classi 
fied by a committee 
became known as the U. § 
Army Coffee Advisory Com 
mittee. 


against pur- 


which 


A committee of three was named to represent the three 


principal ports: James M. O'Connor, chairman, New 
York City, John E. 
New Orleans. 
these thre ports. 

At the outset, it was agreed that the Army blend should 
consist of 70% Santos coffee grading 34’s or 4's, and 30 
Colombian coffee of Excelso grade. 
this same blend ts adhered to 

An important exception was made during the critical 
period when our merchant marine suffered such heavy 
casualties and when shipping space became al! too scarce 
At that time, washed mild coffees of all growths were 
procured, so that the military services would never want 
for coffee, but nevertheless, the Army insisted on buying 
coffees of the highest quality available. Under these con- 
ditions, even more responsibility was placed in the hands 
of the committee because, in addition to grading and 
classifying, we were called to establish differentials 
between grades and qualities of various growths 

Previous to 1956, the Armed 
own coffee roasting plants, but since then all their require- 


upon 


Forces maintained their 


Duff, San Francisco, and the writer, 
A panel of graders was set up in each of 


Even to this day, 


given its best efforts through the years. Its 


ments have been procured from various roasters throughout 
the country in open competition. Following this step, the 
Government Coffee Purchasing Committee of the National 
Coffee Association was formed. A change in our grading 
and classification procedure became necessary, entailing 
more detailed work, but the committee continued its work tn 
stride. In 1957, the Veterans Administration, by agree 
ment with the National Coffee Association, adopted the 
same procurement procedure, and since then the committec 
has been grading and classifying all green coffee intended 
for use under contracts by roasters with the Veterans Admin 
istration. 

A strict and orderly procedure is followed in classifying 
Army Coffee from the moment a letter is received request 
ing certification. The coffee is sampled by a licensed 
sampler designated by the committee, and these samples are 
first checked for uniformity before being graded and classi 
fied by official graders of the association. The regional 
member of the committee chooses three graders from a 
panel of graders, each of whom is given a separate sample 
to classify. These graders are required to set down in 
writing, on a mimeographed form supplied for this purpose, 
their operation of the grade, bean, roast, color and cup qual 
ity of each lot submitted and their signatures must be affixed 
to each form. If the coffee is found to conform fully to 
(or pre-certificate) of conform 


Specifications, a certificate 
with the 


ity 1s then tssued. A lot which fatls to conform 


specifications in any detail is rejected. If a lot is rejected, 
the contractor has right of appeal and the coffee is then re 
examined by three different graders selected from the panel 
The full marks of all lots finally rejected in any one port 
is immediately made known to the regional representatives 
in the other two ports. Samples of each delivery approved 
are forwarded to the Quartermaster Inspection Service in 
Chicago. Many other specific instructions must be carried 
out, and much clerical work and record keeping are in 
volved, which is the responsibility of the regional associ 


ations. 
It has been stated many times that the committee renders 
valuable service both to the government and to the coffe 


industry. To achieve this objective, the committee has 


reward ts to 


(Continued on page 177) 








CARL BORCHSENIUS CO., INC. 


94 Front Street, New York 5, N. Y. 


302 Board of Trade Annex, New Orleans 12, La. 
210 California St., San Francisco Ul, Calif. 
1855 Industrial St., Los Angeles 21, Calif. 


Green Coffee 
Agents and Brokers 














REMINDING YOU THAT 
GOOD BLENDS ARE MADE PERFECT 
WITH 


SALVADON 
COFFEES 


COMPANIA SALVADORENA DE CAFE, S. A. 


San Salvador - EI Salvador 


Cables: Coscafe Acme Code 
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is the consumer’s taste 


for good coffee being 


depraved ? 





By S. A. BRAND, 


We all take Opportunities to lean on that stereotyped 
phrase, Those were the good old days 

This phrase usually takes one back to the days of Jenny 
Lind, 23 Skiddoo,” 


would assure you of an unencumbered ride back home tn 


or the days when dropping the reins 


the surrey with the lass of 
your choice. 

However, you come up 
with a start when you real 
ize you do not have to Zo 
back far to 
“those good old days” 


you 


very remember 
when 
reminise about a_ real 
honest-to-goodness full-bod 
ied flavorful cup of cottee 
Only a cursory glance at 
the 
past few years will quickly 
enlighten 


import manifests over 


even the most 


skeptical that something new has been added 


Be it for better or worse . who knows or, apparently, 


who cares? 


Our experience in eating out—from “greasy spoons” 


to “carriage-trade purveyors’’—brings to mind that the 
only time a cup of coffee is pushed away is by a com 
petitor roaster salesman who ts on the loose working hard 
to fill a quota of new accounts 

A roaster and his coffee is analogous to a mother and 
her offspring. Woe to the unsuspecting who makes even 
a timid, scurrilous remark! 

Before we get off on a tangent and begin discussing 
evolution or try to prove that a mother’s place is in the 
home, we had better get back to our original premise, 
which revolves around the question, “Is the consumer 
taste for good coffee being depraved ?”’ 

The word “depraved” has always had a certain canno- 
tation that leaves most people a little cold, but in this 
case Mr. Webster comes close to home with the definition, 


“to make bad or worse; to impair the good qualities of. 
Now we are back on the track again. 


The writer is admittedly a neophyte in the coffee in 
dustry; however, coffee has been intriguing to him ever 
since the days on the farm when daily chores included 
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Raymer-Brand Co. 
Seattle, Wash. 


churn” 
the 


old 


whole 


the frustrating job of working the butter 


and the intriguing job of grinding roasts in 
pantry. 

the air as pleasingly 
the 


Nothing ever seemed to permeate 


j 


as the delightful odor which emanated cotter 


the 


from 


grinder. The aroma actually seemed to override 
clashing of the gears, which never would mesh, and even 
dulled the grating sound of the flinty beans as they reluc 
tantly passed through the grinding surfaces 

From those days of continually adding fresh grounds 
to the pot, starting at 4 a.m.—you might say it was a 
robust cup—we have progressed to the present state of 
advanced dilution where a pound of coffee is expected 
to do something for four gallons of water, in addition to 
being a mild coloring agent. 

it wasn't long ago that a merchant of green was met 
with a jaundiced eye and a verbose rebuff if he offered 


some growths that are now crowding the manifests 
They say that to be successful in business, you must 
The 


proving the point. 


be versatile. coffee business is certainly vividly 


The mania that currently permeates the entire business 


world—sell, sell, sell and then sell some more—makes 


the following story seem more sensible every day 
A merchant was elated and exclaiming with enthusiasm 
to his friend about the fact that his fine selling job kept 
his shelves empty. He happily explained that although 
he lost money on every sale, he made it up in volume 
Betore let 
apropos to “tighten up the reins” 


we sell’ take over completely, it may be 
and look at the 


bud” side of the picture, before we come to the point 


taste 


where the consumer completely forgets the taste of a good 
cup of coffee. 

Those who still pride themselves on the almost “quick 
of producing quality and flavor 
the 


sand type stubborness” 
ful coffee and still remain competitive price wise are 
last to discuss their P & L 

If the consumers’ taste for flavorful coffee is being d 


praved, the most naive can spot wherein the blame lies 

Ask those who are sincerely trying to merchandise an 
outstanding blend of coffee and you'll quickly appreciate 
like 


(Continued on 


trials and tribulations, those of “Topsy as she 


page 125) 
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BRIGHT & COMPANY 
COFFEE IMPORTERS 
43! Gravier Street, Zone 12 


BYRNE, DELAY & CO. 
COFFEE 
302 Magazine Street 


Cla Line 


MISSISSIPPI SHIPPING CO., INC., NEW ORLEANS 
THE COFFEE. FLEE T 
Dupuy SrTorace & ForwarpinG Corp. 


GENERAL FORWARDING AGENTS 
DRAYAGE, CARGO SUPERVISION 


2601 Decatur Street 
Weighing Warehousing 


FOLTZ TEA & COFFEE CoO. 
COFFEE ROASTERS 
PACKERS OF "ZODIAC" COFFEE 
633 Tchoupitoulas Street 


GuLF & SourH AMERICAN SS Co.. INC. 


"Coffee loadings every 10 days" at 
Buenaventura, Colombia, 
for Houston and New Orleans 
620 Gravier Street, New Orleans, La. 


NEW ORLEANS 
SENDS GREETINGS. . 


HANEMANN & CUMMINGS, INC. 
Albert H. Hanemann John J. Cummings, Jr. 
COFFEE 
223 Magazine Street, New Orleans, La. 


LEON ISRAEL & BROS. INC. 
COFFEE IMPORTERS 
300 Magazine Street 


LAFAYE & ARNAUD 
COFFEE AGENTS & BROKERS 
Tel.: MAgnolia 2742-2743 — Teletype: NO 354 
106 Board of Trade Bldg., New Orleans, La. 


J. P. MARKS 
IMPORT AGENTS . . . SPOT BROKERS 
201-202 Natchez thie 


OULLIBER COFFEE COMPANY INC. 
ROASTERS 


New Orleans, Louisiana 


PRADAT & DOUGLAS 
PUBLIC WEIGHERS AND GAUGERS 


227 No. Peters Street 
New Orleans 


W. L. RICHESON & SONS, INC. 
Ocean Freight Brokers — Forwarding Agents 
IMPORT EXPORT 
Peace Building — 4th floor — 624 Gravier St. 
Carloading/Unloading — Weighing/Sampling 


W. D. ROUSSEL & CO.. INC. 
HARD & RAND, INC. 
422 Gravier Street 
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BOCA RATON, FLA. 


Y 


SCHAEFER KLAUSSMANN CO., INC. 
QUALITY COFFEE 
302 Magazine Street 


R. E. SCHANZER, INCORPORATED 
CHICORY AND COFFEE SUBSTITUTES 
610 South Peters Street, New Orleans 


C. A. SPORL & CO., INC. 
INSURANCE BROKERS & AVERAGE ADJUSTERS 
1001 Commerce Building 


the challenge facing coffee 
(Continued from page 19) 





paign to increase coffee sales by restoring proper brewing 
methods to American homes. As a result, the marjority of 
its roaster members who pack retail brands included the ap- 
proved brewing instructions on their coffee cans and bags 
and/or distributed the standard coffee measure with them. 
They also supported the better-brewing campaign with ad- 
vertising in consumer press. Effective assistance from The 
Coffee Brewing Institute was also given to the association's 
drive to combat coffee stretching. However, 100 support 
from the entire trade is needed. 


Secondly, in the field of public relations there is much to 
be done to educate the consumer away from the prejudices 
and habits developed during the period of unfavorable pub- 
licity occasioned by the violet advance in price up to mid 
1954. 

What can we do about it? We can perform a signal ser- 
vice if we will put to use every means of propaganda and 
publicity at out disposal to drive home to the American 
people the fact that if they will prepare a cup of good coffee 
they will not only have a favorable taste reaction, but they 
will at the same time contribute toward the economic, social 
and political well-being of the Western Hemisphere in 
which we, as North Americans, have a great stake. 


JANUARY 1959 


JANUARY 12-15 


FELIX J. VACCARO 
COFFEE 
425 Gravier Street, New Orleans, La. 


WILMER T. von GOHREN 
COFFEE BROKER 


306-307 Natchez Building 
New Orleans 12, La. 


WESTFELDT BROTHERS 


528 Gravier Street, New Orleans, La. 


The atmosphere is already improving—pronouncements 
by our statesmen have prepared the way for a better under 
standing of the problem—it remains for us, the U.S.A. cof 
fee trade to meet this challenge and get on board. THIS 1s 
THE TIME FOR TEAMWORK. 

The results of this program during the last six months 
have been most rewarding. Our sales curve continues up 
ward. We believe that business obtained on this basis will 
be much more enduring, because we are building on firm 
ground rather than quicksand. 

Perhaps our gesture during the past six months, or during 
the six months ahead, may only be a small voice in a great 
wilderness which will go unheard, but we like to think that 
some of our fellow roasters may choose to join our effort 
Certainly we have proved to ourselves that there are other 
methods of promotion which can be used effectively to sell 
merchandise and counteract an ‘‘off the label’ deal. After 
all, it doesn’t take a great deal of ingenuity to slap a “10¢ 
off label on a jar, or to instruct the can company to litho 
graph "'S¢ off” on a can or a lid. 

When ‘off’ deals first started they were an effective 
merchandising tool, but their effectiveness has steadily de 
clined in the writer's humble opinion. In our own com 
pany “we are here to stay—we are not tn the hoola hoop 
business’’. 

Let's quit going round and round, and start selling coffee 
Our great industry and your company will profit if you do 
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coffee-makers 


for the home 





By H. R. DOWNEY, Sales Promotion Manager 
Housewares Division 
Wear-Ever Aluminum, Inc. 


The 
drip and vacuun 
cote 


basic methods of preparing coftec percolator 


However 


cones 


are not new in principle 


maker designed scientifically to make good 


1S relatively new 
A leading 


recommendations 


university has done exhaustive testing and 


made 


pro} cr 


of cotfee-makers to 


has 
on. the construction 
make 
better cotfec 
About — ten 
Weat 


pers and drip lines accord 


years 
Ever redesigned — its 

to specifications result 
ing from this research, Ex 
tensive testing was complet 
ed by the Wear-Ever Kit 


chens and in customer 
homes, confirming these cof 
fee-maker improvements 
One of the basi pe rcolator changes was made in the 
coftee basket. The 


their make 


construction of the number of holes 


per square inch and S1Z¢ a difference in the 


strength of the coffec A fuller flavor can be developed 
in a shorter time if holes are placed in the bottom of the 
basket only. This requires the water to seep all the way 
through the bed of coftec 


It was also proved that the basket had to be deep 


enough for coffee to expand almost 10067 when it first 


comes in contact with the water. If not, the coffee over 


flow S 


In dri cottee makers, the positioning and number ot 


holes in the coffee basket 1s equally important In ad 


dition, the temperature of the water and the speed with 


which it flows from the water container down through 


the coffee attecis the strength of the coffee. 


Contrary to common practice in many kitchens, the 


care and cleaning of coffee-makers is essential to good 
coffee making. The Wear-Ever Kitchens strongly recom 
mend that coffe pots be thoroughly cleaned with soap and 
Rinsing in itself is not enough to re 


water after use 


move coffee oils from the metal 
Our own Wear-Ever research showed that homemakers 
seldom measure the amount of coffee or water used when 


making coffee. Markings were placed on the sides of the 


6 


baskets and on the pots. These markings are accurate 


Customers are urged to follow directions exactly By 


taking the guessing out of measuring, it Is possible to 


make good cottee every time 
Wear-Ever also recommends that the right size cofttec 


maker be used. For example, an eight-cup perc should 


not be used to prepare two cups of coffee Most. cottce- 


makers are available in a half dozen sizes. 

Adhering to the same rigid coffee maker specifications, 
Wear-Ever has added color and a new design to Hallite 
percolators. Sloped sides, an inverted handle and a 
choice of turquoise or copper color covers have recently 
brought a new look to coffee makers. The popularity of 
range to table utensils has, in part, been brought about 
by colorful, attractive pieces, such as the Hallite perc. 

Good coffee making is no longer regarded as an art 


which few have mastered. By following the instructions 
of manufacturers and using the blend of coffee desired, 


good coffee 1S sossible in every home. 
| } 


See more coffee production in Africa 


Coffee trees are sprouting all over Africa, according to 
an article in The Wall Street Journal 

Angola expects to grow just over 1,340,000 bags of coffee 
in its 1958/59 crop year, compared with 1,245,000 bags in 
1957/58. In another two years, Angola’s output 1s slated 
to hit 1,660,000 bags, with much of the extra production 
scheduled to come from new trees approaching the bearing 
age in rugged upland country about 100 miles from the 
coast 

Ivory Coast coffee production will jump from less than 
2,000,000 bags this year to 3,300,000 by 1963, the news- 
paper predicted. New plantings in the rolling mountainn 
country near King Solomon's mines and in other areas of 
the Belgian Congo are expected to raise the 1958/59 crop 
there to 1,245,000 bags trom last season's 1,100,000 bags 

Ethiopia's coffee output in the 1958/59 season 1s esti 
mated at just over 880,000 bags, nearly two-and-a-half times 
the average production in the 1946/51 period. 

The government of Kenya hopes to double its 1958/59 
coffee crop of 400,000 bags by 1970. Uganda, which pro- 
duced only about 225,000 bags of coffee a year in the 1930's, 
is also expected to produce a 1,400,000 bag crop this season 


- 
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Coffee-Makers 


coffee urn manufacturers 


look to new markets 





By MURRAY KAPLAN, Vice President 


Cecilware-Commodore Products Corp. 


( onsidering the future of coffee urns as we enter 1959, 
eood. To 


understand the reasons for this. we must examine what 


I find it can be described easily by one word 
has gone before. Coffe urns have followed an interesting 
cycle and now have reached the point where they can 
virtually be considered a new product 

Let me explain There was a time when every restau 
rant had a coffee urn and there was little competition 
in the mass market. Then came other methods of brew- 
ing coffee for commercial purposes and urns began to lose 
ground. Questions of appearance, convenience and the 


old- 


How 


actual taste of the coffee were examined and _ the 
fashioned type of urn was found sadly wanting 
ever, this was really a blessing in disguise, as it forced 
manufacturers of urns to re-evaluate and redesign their 
products, and the results in recent years have been ex 
tremely gratifying 

To be specific, let's look at one of the 1959 models 


The did 


It is streamlined in the best sense of the word with trim, 


urn /ooks more attractive than it ever before 


olde 4 


The 


handsome lines, It ts far more compact than 


models and thus takes less Space on the counter 


height has ben adjusted for convenience 


Special features also make the modern coffee urn 


easier to use and clean. Our own Cecilware line includes 


a front drain in the liner which does away with trouble 


some center connection hnttings, thus insuring complete 


sanitation and permitting the use of all the coffee in any 
Dial 
brewing by assuring the correct temperature at 
Heat 
powered 
brew 


batch thermometers take the guesswork out ol 


all times. 


is controlled by modern thermostats and high 


heating elements cut down the time needed to 
cote 

Mere mechanical improvements serve no purpose, how 
ever, if the user doesn't understand them Thus, cotfee 
urn manufacturers have discovered that some people are 
actually hesitant to use urns because they almost believe 
them complicated pieces of machinery requiring operation 
by an engineer. Since this is definitely not so, manu 
facturers of urns work closely with such organizations as 
The Coffee Brewing Institute to educate restaurant per 
brewing methods—and in 


the cotte¢ 


stressing the actual simplicity of brewing by the gallon 


sonnel in proper 
The griddled riser, which is a feature of all new Cecil 


ware urns, is a direct result of work done in cooperation 
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Cecilware-Commodore's Series ‘61 twin urn. 


with the Institute This particular feature makes the 


brewing of good coffee almost foolproot and insures a 
well-nigh perfect batch every time 

Booklets and pamphlets explaining the use of modern 
urns are helping to increase interest in volume coftec 


When the 


plained step by step in both word and picture, he realizes 


brewing user can see the entire process cx 
what a simple and time-saving method urns offer him 
Advertising, direct mail pieces and the like help him a 
complish the job 

There is one other subject that holds pe rhaps the most 
important key to the future of coffee urns, and that 1s the 


matter of expanding markets 


We have long since pass 
the point where restaurant ind kitchen equipment ts con 
kitchens. We 
the rise of mobile food and beverage service to the 
The 


and 


fined to restaurants and have all watched 


point 
where it constitutes a major market American cof 
and more 


office to 


fee-break is now an accepted fact more 
that 


building, dispensing coffee on the 


firms are serviced by a cart travels from 


office and building to 


(Co 








LEONIDAS LARA « SONS we. 
~_ 


99 WALL STREET Telephone: Digby 4-8777 


Cr Teletype: NY 1-3368 


NEW YORK 5, N Y. Cable: NYLORENA 
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American Trust Company has long 
played an important part in the 
financing of all phases of thecoffee 
industry. We are keenly interested 
in maintaining and building the 
San Francisco Bay Area’s position 
as one of the leading coffee centers 
in the nation. We invite inquiries 


regarding your financial needs. 


AMERICAN 
TRUST 
COMPANY HEAD OFFICE 
@ J WD a a ve 
meee) SAN FRANCISCO 
Jin ce 1854 Resources Over $1,500,000, 000.00 


Member Federal Deposit Insurance Corporation 
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+A Coffee Convention “Fact-Reference” Feature: Coffee-Makers 


evelopments in glass coffee-makers 





By JON ZITZ, Vice President, Sales 
Hill-Shaw Co., Vaculator 


“None of your lip, brother” might well have been a 
key phrase in glass coffee-maker development in 1958. 
But there was a twist to the phrase because the major 
change in glass coffee-makers incorporated the use of a 
metal lip. 

Why did the metal lip be- 

Because 
many glass coffee makers are 


come important ? 


used as serving decanters, 
where coffee is brewed in 
an urn or on automatics, it 
was found that careless help 
would chip the lip of these 
servers on faucets or the 
hoods of automatics. 

To eliminate such break- 
age, a “‘no-chip” lip became 
One 
regular glass bowl and the 
‘No-Chip” lip slips into the neck to offer 


necessary. uses. the 
stainless steel 
complete protection to the neck. 

By protecting this one point, the operator still retains 
all the advantages of glass service: easy-to-clean; com- 
plete visibility; visual appeal of coffee served in glass; 
low installation cost. 

Yet, to be truthful, the “No-Chip” lip and its competi- 
tors have not taken over completely. The majority of 
restaurant people still prefer the basic glass unit withou: 
the metal or plastic neck. These restaurant operators feel 
the metal or plastic lip is a compromise, and if they ex- 
perience little breakage, prefer to use the all-glass unit. 

So, the No-Chip Lip is a big innovation in glass service, 
yet it affects only part of the industry 

The second major change (and it is an improvement in 
coffee service) is the use of serving or warming stations 
located in the restaurant at convenient intervals to speed 
These 


burner units, compact in size to fit underneath counters 


up service. warming stoves are generally two- 


and on narrow backbars. They save steps and speed 


service. This makes it easier to serve and sell more coffee. 

By the way, if occasionally you get complaints that a 
warmer isn't keeping the coffee hot, you'll find generally 
that the large neck size of the serving bowl is your prob- 
lem. Here at Vaculator, we have several types of warmers 
so it’s an easy matter to get you exactly what you need 
to keep your customer happy (and your coffee tastefully 
hot). 

Personally, I feel the idea of spreading warmer stations 
through the restaurant is one of the best coffee sale 
boosters. 


sale advertising you can get on coffee. And, man, that 
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Each exposed coffee station is the best point of 


aroma from the coffee station is a great invitation to drink 
coffee. 

The third major change in glass coffee makers during 
1958 came in the development of communication in the 
education of restaurant personnel in the proper brewing 
of coffee. 

To go back a ways. All coffee maker switches since 
this industry began used “High, Medium, Low” as switch 
designations. Or the switch simply said “On” and “Off.” 
It had always seemed obvious to the manufacturer that 
this was clear enough to set the heat necessary for brewing 
and keeping coffee hot. But to the newly hired waitress 
or busboys, the markings led to confusion. And 
fusion led to cold coffee complaints, or slow brewing, etc. 

Then came the oh-so-obvious idea. Change the switch 
markings to suit the waitress. Mark the switch 
And so, comes the third major 


con 


SO she 
can easily understand it. 
industry change: a switch that gives positive heat control, 
that reads: “BREW’’—"“WARM” 14 POT’—"WARM 
FULL POT’—"OFF.” 

These past few years have brought major changes to 
the glass coffee maker industry 
came about because of pressure from the restaurant itsell 
That pressure forced the manufacturer to make changes 


Generally these changes 


that led to better service, more economical service. 

Other products in this field like automatic coffee brew 
There is more and more 
And what can 


ers are increasing in usage. 
pressure to go to automatic coffee-making 
automation do for coffee roasters ? 

Look what is happening in the vending machine field 
Here soluble coffee had the coffee field to itself. No com 
petition. Yet when self-brew vending machines hit the 
Yes, 
there was some replacement ot soluble machines with 
fresh-brew, but the big thing is that the field for both 
machines is bigger than it was for the soluble machine 
by itself. Automatic 
a bigger restaurant business than ever before 

Where do we go from here? What does 
Probably as many changes as each of the past few years 


market, they opened up a whole new field of usage 


restaurant coffee makers will build 


1959 hold? 


Automatics will become easier to use, simpler to operate, 
more long lasting, easier to service, 

Coffee-maker stoves will be smarter, more colorful, with 
the larger sizes gaining greater acceptance as warming 
stations as well as being used for brewing 

Glass will gain wider acceptance for coffee service be 
cause it can be used for service with or without “No-Chip” 
Lips, obtaining a greater share of the overall decanter 
market. 

And the manufacturers will continue to introduce new 
products to make the restaurant man’s job easier, and to 


help you sell more coffee. 
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WEST COAST GREETINGS TO THE COFFEE CONVENTION 


BREAKFAST CLUB COFFEE 
ROASTERS & PACKERS 


1200 No. Spring Street 
Los Angeles 12 


CALIFORNIA COMMODITIES CORP. 


242 California Street 


San Francisco I|1, Calif. 


WELDON H. EMIGH CO.. INC. 


SANTOS — MILDS 


150 California Street 
San Francisco || 


FARMER BROS. COMPANY 
ROASTERS & PACKERS 
3828 So. Main St., Los Angeles 37, Calif. 


20333 So. Normandie Ave., Torrance, Calif. 


FITZPATRICK & HOFFMAN, INC. 


GREEN COFFEE 


210 California Street 
San Francisco 


MARCEL s. GARRIGUES CO. 
CERTIFIED PUBLIC WEIGHMASTERS 
Specializing in Green Coffee 


104 Commercial St., San Francisco ||, Calif. 


HAAS BROTHERS 
COFFEE IMPORTERS SINCE 1851 
230 California Street 


San Francisco 


HARRIS & BISSELL 
CARGO SUPERINTENDENTS 
CERTIFIED PUBLIC WEIGHERS 


200 Davis St., San Francisco 


HILLS BROS. COFFEE, INC. 
COFFEE ROASTERS 


San Francisco, Calif. 
Edgewater, New Jersey 


HUGGINS-YOUNG CO. 
ROASTERS & PACKERS 


4618 Pacific Blvd. 
Vernon 58, Calif. 


LEON ISRAEL & BROs.. INC. 
COFFEE IMPORTERS 
Brazil — Colombia 

160 California St., San Francisco 11, Calif. 


JONES-THIERBACH COMPANY 


ROASTERS 


431 Battery Street 
San Francisco || 


G. W. KONIG & SON 
CERTIFIED PUBLIC WEIGHMASTERS 


147 Drumm Street 
San Francisco 


ROYAL CORONA COFFEE CO. 
DIVISION OF CONTINENTAL COFFEE 


621 Western Avenue 
Seattle 4, Wash. 





IMPORTANT NEWS ABOUT 
“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY” 


Here is news of significance to everyone in coffee. 
“Advances in Coffee Production Technology” will 
be available in book form. 


This is the material in the special November, 
1958, issue of Coffee & Tea Industries (formerly 
The Spice Mill) which immediately became one of 
the most widely sought after publications to appear 
in this industry. 


“Advances in Coffee Production Technology”’ is 
a worldwide summary of coffee research. It outlines 
existing knowledge and shows the direction of ef- 
forts to extend that knowledge. Top coffee scientists 
cooperated in preparing the material and consider 
it an important working tool. 


For coffee growers, shippers, their organizations 
and governments, the book puts between two covers 
material affecting many immediate and long range 
aspects of coffee growing. 


For importers and roasters in consuming coun- 
tries, ‘Advances in Coffee Production Technology” 
holds clues to the future of the product on which 
their business is based. 


For libraries and research organizations, it is 
an important source of information on a vital com- 


modity. 


“Advances in Coffee Production Technology” 
will be a 96-page book, 9” x 12”. Publication date 
will be about mid-April, 1959. Price will be $3.00 


per copy. 


In response to advance word, requests for copies 
of the book have already been received. Pre-publica- 
tion orders simplify the reprinting process. We are 
therefore making the book available at a special 
pre-publication price of $2.50. This price is good 
only to April 1. 








Table of Contents 


Introduction 


Recent advances in our knowledge of coffee 
trees 

1. Physiology 

2. Genetics 

3. Cytology 

4. Anatomy 


The supply of better planting material 
1. Arabicas 
2. Canephoras (Robustas) 
3. Asexual propagation of coffee 


Mineral nutrition 
1. High fertilizer applications and 
their effects on coffee yields 
2. Detection and control of minor 
element deficiences 


Better control of water supply 
for coffee production 


The sun-hedge system of coffee growing 
The mechanization of cultural operations 
Soil conservation on coffee plantations 
Chemical weed control in coffee 


Recent spraying for control 
of coffee diseases 


Selection of coffee types 
resistant to the Hemileia leaf rust 


Biological control of insect pests in coffee 


Factors affecting the inherent quality 
of green coffee 


Conclusions 





The coupon below can be used to place your pre-publication order. 


Simply remit $2.50 per copy, with coupon, by April 1. 





> COFFEE & TEA INDUSTRIES (formerly The Spice Mill) 


106 Water Street, New York 5, N. Y. 


Use this coupon to order 
your pre-publication copies 
of “Advances in Coffee 


Production Technology” Name 


(Good only to April 1, 1959) 
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A Coffee Convention “Fact-Reference” Feature: 


something new in coffee-making equipment 





By E. H. SIELING, President 


There are a lot of cotfee companies these days who are 
waking up to the fact that they can make a much better 
cup of coffee if they will take the urn bag out of the urn 
and not let it stay in after the coffee grounds have given 
up all of the good in them that they should give up. 

That was one of the first reasons why a coffee riser, 
or elevator, came into existence, so that a man could make 
his coffee and the urn bag would be sufficiently high in 
these coffee risers to keep the urn bag from hanging 
into the urn 

Just about the time that these elevators or risers came 
into existence was when a lot of the coffee compantes 
started to stretch their coffee, and rather than cut down 
on the number of ounces used to make a given amount 
of the brew, they used the standard package that they 
had formerly been using, and because the urn bag was 
held out of the urn, they just used more water and made 
more coffee out of the same amount of coffee grounds. 

Then, I believe it was, The Coffee Brewing Institute 
conceived the idea of having a flat surface on an urn 
that could be coffee 
grounds, because the tendency of an ordinary urn bag was 


bag so gotten out of the 


more 


to have the coffee get into one lump in the middle and 
not become thoroughly saturated. 

The Sieling Urn Bag Co, has a patent on an urn bag 
stretches the bottom of an 
This patented riser and 
stretcher was shown to The Coffee 
Brewing Institute, and from this idea I do believe he 


stretcher and riser that urn 
bag so that it will remain flat. 
one of the men in 
worked out the gridded riser, which is the latest addition 
to the coffee-making industry today. 

As of now, there seems to be three different and dis- 
tinct risers on the market, all of them with a grid at the 
bottom to spread out the coffee. 

One made on the West Coast uses a new kind of an urn 
bay, which holds the urn bag to the outside of the riser 
One made in the East is a riser that uses the standard 
urn bag and ring, and spreads out the bottom of the urn 
bay 

Both are made of stainless steel, but there is one manu- 
factured in the Midwest which is made from aluminum, 
and which utilizes an entirely different kind of an urn 
ring. 

There is another one about to be marketed in the Mid- 
west, made from stainless steel wire, in which the regular 
size urn bag ring and urn bag can be used, not necessi- 


tating buying either additional rings or different urn bags. 


There is no doubt in my mind that this gridded riser 
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Sieling Urn Bag Co. 
Chicago 


overcomes the main difficulty that restaurant men have 
had in the past of leaving the urn bag in the urn too 
long. It also helps a lot of restaurant people who had to 
make just a little more coffee and did not want to make 
another whole batch. With a gridded riser, a restaurant 
man can make almost one-third more coffee in a regular 
three-gallon urn and still not have the urn bag hang into 


the brew. 


time for teamwork 
(Continued 


from page 12) 





surpassed all previous records for inserts. McCall’s mag- 
azine called the association booklet ‘the fall's best’’ in 
print media. 

The continuing year-long cultivation of the youth market 
through Scholastic includes the production and distribu- 
tion of 5,000 copies of a coffee brewing poster to home 
economics teachers in high schools with a total enrollment 
of some 5,000,000 students; editorials featuring coffee in 
Scholastic’s home economics magazines; and notices dur- 
ing the year in its senior high school books offering addi- 
tional copies of “Everybody Wonders.” 

The greatest potential market for coffee in the imme- 
diate future is the youth market. Here is a group that 
continues to grow at the rate of a million a year. The 
association hopes that its approach to the teen-ager is 
just the beginning and that the coffee industry will de- 
velop the program. Youth interest in coffee-drinking 
could be stimulated in such various ways as restaurant pro- 
motions, roasting plant tours, free coffee samples at teen- 
age events, Ctc, 

The problem of increasing coffee consumption does not 
rest entirely with the consumer. Restaurants can upgrade 
the product by serving good coffee and thereby influence 
the homemaker to brew a better cup in the home. Roast- 
ers should look into vending sales. Here is a promising 
frontier for coffee. The popularity of the coffee break 
is demanding its expansion. 

Selling more coffee will ease the problem of coffee sur- 
pluses, but it will not erase them. The coffee supply 
from the producing countries must be more in line with 
the anticipated consumer demand. It is the hope of the 
association that the Coffee Study Group meeting in 
Washington will come up with practical proposals so that 
the ensuing years will bring forth a closer balance between 
supply and demand. This could make our industry a 

(Continued on page 101) 
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soluble coffee extraction equipment 





By GABRIEL APPLEMAN, P. E., Director of Engineering 


With only one noteworthy exception,* all soluble cottee 
plants employ some variation of the same basic high 
pressure — high temperature counter-current extraction 
process. 

A number of extractors are connected in series so that 
extract can travel from the 
discharge of one to the inlet 
of the next. The intercon 
necting 
signed that entering water 
may be pumped through the 


line to 


piping is so de- 


entire extraction 


exit as an extract with a 
solids concentration suitable 
for spray drying. Fresh 
superheated water is pump 
ed into the first extractor 


which contains nearly ex- 

hausted grounds. The final 

extract leaves the last extractor, which had been charged 
with fresh coffee. Extract is removed in “cuts,” generally 
that volume containing a quantity of coffee solids equiva- 
lent to the amount of product obtainable from the charge 
of a single extractor. 

After each 
grounds is dumped and hot water fed to the next in line. 
At the same time, an extractor previously filled with fresh 
coffee is added at the end of the line and receives extract 
approaching the desired final concentration. 


“cut,” the extractor containing exhausted 


The final extract is clarified to remove suspended solids 
and, sometimes, oils and gummy material. It is then fre- 
quently cooled and sent to storage or directly to a dryer 
feed tank. 

Although this description can be applied to almost every 
soluble coffee plant, no two plants in the United States 
(except when operated by the same company) are alike. 
Perhaps the best explanation for this can be found in the 
history of instant coffee processing. Until recently very 
little engineering, in the accepted sense, was applied to 
soluble coffee processing. Techniques were developed by 
individual processors on the basis of experience, labora- 
tory or kitchen experimentation, or pure opinion. In 
the absence of time and money for the sort of study which 


*The Vulcan-Kennedy Continuous Extractor 
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Foster D. Snell, Inc. 


has produced successful, efficient processes for other in- 
this technique was the only one possible Many 
However, the gen 


dustries 
expensive mistakes have been made. 
eral secrecy maintained in the instant coffee field has not 
permitted the industry as a whole to profit by these mis 
takes. Each firm has had to refine its techniques on the 
basis of its own experience or, where a veteran of an 
other firm could be hired, on the basis of shar single 
firm's experience. 

As a result, there is a great deal of variation to be found 
in every feature of the basic process among the many 
plants now operating in the United States and abroad 


Product quality varies from company to company and 
ranges from acceptable and better to almost unpalatable 
To a large extent, the types of coffees used will have a 
direct bearing on product quality. However, it is fair 
to state that the method of processing has at least as 
great an effect, and can, in fact, make or break a product 


in a competitive market 


The writer, in the course of his work, has had the good 
fortune to be able to visit and work with several instant 
coffee plants and has obtained and collected data on 
many others over a period of several years. This back 
ground forms the basis for the tabulation of process vari 
ables which for the comments, some con 
sisting statements of opinion, which are offered. 


follows and 


The features of extraction lines, which differ most from 
plant to plant, are listed below. In each case a few words 
of commentary are appended and the ranges of conditions 
and different types of equipment used are noted 


Number of Extractors. As few as five to as many as ten 
Seven to eight are most commonly installed. In each 
case one extractor is out of the line while being emptied 


or filled. 


Extractor Dimensions, Height-to-width ratios vary from as 


2 The present trend ts toward 


high as 7:1 to as low as 2:1. 
the long, thin extractor which minimizes channelling 
Early extractors, however, were short and wide and many 
of these are still in use. 

Extractor Jacketing. Extraction vessels are built with and 
without steam jackets. Where no jacket is provided, the 
extraction column is insulated and sometimes steam traced 

(Continued on page 117) 
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B. F. CLOSE COMPANY 
COFFEE BROKERS 
406 Elm Street, Cincinnati 2, Ohio 


CONTINENTAL CAN COMPANY 
MERS. TIN CONTAINERS 
100 E. 42nd St., New York 17, N. Y. 


The Prestige 
of fine coffee 


DETROIT, MICH 


E. B. MILLAR & COMPANY 
COFFEE IMPORTERS AND ROASTERS 
Manufacturers of 
CHILI SAUCE, SPICES AND EXTRACTS 
426 W. Grand Ave., Chicago, Ill. 


CHICAGO 
GREETS the 
iy COFFEE 
4. CONVENTION 


OLD JUDGE COFFEE COMPANY 
1858 — 1959 
over 100 years 
FINE QUALITY COFFEE AND TEA 
704 No. 2nd Street, St. Louis, Mo. 


JOHN SEXTON & CO. 
COFFEE ROASTERS — SPICE GRINDERS 
Chicago—Long Island City—Pittsburgh—Atlanta 
Dallas—Philadelphia—Detroit—San Francisco 


SWANSON BROTHERS, INC. 
COFFEE IMPORTERS AND JOBBERS 
149 W. Kinzie St., Chicago 


UNIVERSAL COFFEE COMPANY 
805 West Randolph St. 
Chicago 7, Illinois 














Tel. SUperior 7-0937 


T.T. CG - 765 


W. C. BECKER & CO. 


BROKERS — COFFEE W~— acenrts 
408 W. GRAND AVE. 
CHICAGO 10, ILL. 
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soluble’s third wave 





Will green coffee houses handle solubles 


as they now do the green beans? 


By RALPH T. REEVE, President 


The past year has been one of greatly increased interest 
in the soluble coffee field. This from a 
number of factors largely unrelated but covering a large 


interest stems 
sphere of activity. 

To understand the developments of 1958, it might be 
well to review the highlights 
in the perspective of de 
velopments in the — soluble 
field. The 
tivity of soluble coffee in the 


cottee first ac 


United States was prior to 
World War II. 


fee was a novelty product 


Soluble cot 


and was a blend of coffee ex 
tract and carbohydrates. The 
convenience of soluble cof 
Armed 


gave the industry a big boost 


fee to the Forces 


and wartime use was cen 


tered largely in the military, as were so many other 
products of similar nature designed for the convenience 
of the troops in the field. 

After the 
mercial exploitation of the soluble coffee product. It 
was still a mixture of coffee and carbohydrates, and the 


major companies 


war, there was considerable further com 


manufacturers were limited to a few 
The period 1945 to 1950 was one of general exploration 
by the companies in the field to improve their product, 
and by others to investigate the possibility of going into 
the market. This period culminated in the first wave of 
real interest in equipment buying in the later years of 
that period. This period of exploration led to the de- 
velopment of a 100% coffee product and to the tran- 
sition from a fine powder to a larger particle of lighter 
weight. Transportation and packaging costs were subor- 
dinated to customer eye appeal. 

The next period, which lasted about four years, saw 
the further development of particle size, which led to a 
general standardization of bulk density, particle size and 
color throughout the industry. The knowledge developed 
by the leaders gradually disseminated among the other 
producers. One of the important developments during 
this period was the increase in emphasis on solubility of 
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Bowen Engineering, Inc. 


the product. Particle size became a criterion of solubility 
and the focal point for advertising. Various manufactur- 
ing innovations were introduced to achieve this result, in- 
cluding the use of carbon dioxide in the extract. The 
improvement in solubility created broader markets for the 
soluble product, including iced coffee, which has had in 
creasing emphasis as time has gone on. 

The latter part of this period was again a period of in 
creased interest in soluble coffee plants. This second wave 
of interest produced more purchasers of equipment than 
did the first wave, and a somewhat broader general in 
terest. However, the trend so far had been the develop 
ment of soluble plants mainly by a few large companies 
fundamentally, shall we say, by people in the food pro 
cessing business. 

As 1958 ends, we seem to be approaching the crest of 
a third wave of interest in soluble coffee plants, a wave 
which is much larger than the ones preceding and one 
which has broadened a great deal in the sources of in 
terest. 

During this third period there has been an increasing 
interest from the coffee producing countries, and at least 
three good size soluble plants have been erected and are 
already in operation in these countries. This activity has 
been accompanied by a wide difference of opinion in the 
coffee industry, and has been the cause of many heated 
arguments, It is apparent, however, that soluble plants 
in the coffee producing countries are here to stay and that 
one of the sources of current interest is for the expansion 
of this activity to other coffee producing countries. Per 
haps one of the principal reasons for the present high in- 
terest in these plants is the restriction on the export of 
green coffee from the producing countries, in accordance 
with the terms of the Mexican Agreement ard other 
marketing agreements. This economic factor, added to 
the other natural reasons for processing at the source of 
supply, appear to make inevitable a very substantial in 
crease in soluble production overseas. 

A further point of major importance in this connection 
is the fact that it is now possible to contract for complete 
soluble coffee plants, carefully engineered, based on the 
years of successful operation in the industry. 


(Continued on page 141) 
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Coffee I mporters 


OFFICES AND REPRESENTATIVES 
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VOLKART BROS. nc. 


120 WALL STREET NEW YORK 5, N. Y. 
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regional trends in instant coffee blends 





By CONNOR F. LAWRENCE, 


The United States, once clearly defined in terms of re- 
gional speech, living habits, dress and local customs, is 
now slowly shaping itself to a norm of behavior and 
thinking that is wiping out, little-by-little, those southern, 
northeastern and western idiosyncracies formerly extolled 
in song and literature. 

The development of the mass communication media, 
particularly television, has exposed the country’s people 
to influences and 
are supplanting those of local origin which governed 


on a national scale these influences 
their parents’ and grandparents’ way of thinking and 
living. Barraged by constant nationwide visual and 
audio impressions, the 170,000,000 inhabitants of the 
United States are more and more becoming one in their 
likes, dislikes 


in speech are fast disappearing. 


and way of living. Even regionalisms 


Changes in pattern? 


Does this leveling trend show itself in the area most 


important to us—coffee drinking? Let's first examine 
that over-familiar word, ‘trend’. 

“Trend”, according to the dictionary, means “general 
course, tendency or drift of action.”” Thus, change or motion 
are implicity in the word. When one talks of “trends” in 
regional instant coffee blends, one looks for a shifting picture, 
a national panorama with a pattern of changing and moving 
elements 

What a surprise it is when studying a regional map 
of the United States in relation to regional tastes to find 
that there has been almost no discernible change in in- 
stant coffee drinking preferences since the end of World 
War II! 

It is true that the popularity of instant coffee in all its 
forms has grown by leaps and bounds in the last few 
years. But regional preferences in blends were quickly 
and firmly established when the instant coffee industry 
itself was still a toddler, and those regional differences 
still exist. 

Roasters have long known, for example, that the 
southern market demands a good proportion of chicory in 
many instant coffee blends. In other regions of the country, 
chicory meets with no acceptance whatsoever. The South- 
west prefers a heavy-body blend but the Far West likes a 
lighter, highly acid blend which no other part of the country 
leans to. 

This very definite and seemingly unchangeable attitude 
in instant coffee preferences contrasts strongly with the 
open mind that the country as a whole has shown toward 
new foods, foreign foods, and new ways of preparing 
familiar dishes. European specialties that were once 
found only in “foreign” restaurants are now at home on 
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General Manager 
Sol Cafe Manufacturing Corp. 


tables all over America. Pizza and scallopine, chile, Ger 
man bread, Scandinavian fish, once suspect and outlan- 
dish, are now household items in small American towns. 
You may be served a new and adventurous dish when 
you go to a friend’s house for dinner, but your hostess 
will very probably never think to change her blend of 
after-dinner coffee. 

It is true that espresso coffee is finding more favor all 
the time, although its general acceptance has been slow. 
In Europe, the higher French roasts have always been 
popular, and in this country they have been common in 
certain areas having a large French, Italian or Spanish 
population, For Americans, espresso is a specialized bev- 
erage, an acquired taste. Americans are serving it, partly 
because they like it, but partly too because it’s “smart” to 
serve coffee with an European accent. Thus, to Ameri 
cans, espresso is hardly more than a cult. 

The 97% caffein-free coffee is growing in popularity, 
too. Many of those who are switching to this rather 
special form of instant coffee were once in the habit of 
drinking decaffeinated coffee in regular form, but now 
prefer instant for its ease of preparation. Others change 
to caffein-free instant on the recommendation of a physi 
cian, This latter group cannot be considered a signifi 


cantly large one. Tastes in decaffeinated instant, what 
ever the reason for drinking it, fall into just as clearcut 
regional groups as do any other form of instant. 


In this study we do not consider the fairly steady 
growth in acceptance of instant coffee as change. There 
are, however, departures from the pattern that was estab- 
lished when the industry first became an important one. 
At one time, the two-ounce jar was the most saleable 
The four-ounce jar was soon 
supplanted by the six-ounce. Now the 
six-ounce are the popular sizes, with the eight-ounce get 


size all over the country. 
two-ounce and 


ting more and more recognition all the time. 


Eight-ounce jar 


There are very definite reasons behind the acceptance 
At the end of World War II, 


These 


of the eight-ounce jar. 
there was a sharp rise in the national birthrate. 
children are growing up now, getting into their teens. 
America’s larger families are maturing, acquiring mature 
tastes. Now the children are old enough to drink coffee, 
so Mother has to buy a larger jar, finds it practical to buy 
the larger, more economical size. Still, these newcomers 
to the coffee market are drinking the blends to which 
their parents are accustomed, acquiring a taste for the 
blends most popular in their part of the country, fixing 
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% A Coffee Convention “Fact-Reference” Feature: 


are solubles nearing a plateau ? 


Solubles 





By GEORGE HARRISON, President 


According to some statistics, the soluble coffee trend 
should be nearing its first important plateau- despite the 
fact that most private label processors seem to be at their 
busiest. 

It is rare that any long term gains are made in a 
straight upward flight. De 
velopment of any popular 
product is usually punctu- 
ated by some retreats and 
some straightening of the 
general upward curve. Such 
periods are beneficial since 
they permit revitalization 
for the next climb. 

At any 
capacity has kept pace with 
appears 


rate, production 


demand and ade 
quate for the near future. 

A plateau, or even a small 
dip, would prompt additional efforts to add to the many 
soluble coffee processing refinements to which consumers 
have been attracted. 

A plateau would be the time for distributors to re- 
evaulate the appeal of the “deal.” More and more con- 
Or, “Why 
It may 


sumers are beginning to ask, “10¢ off what?” 
don't they set the price right in the first place?” 
be well to ponder whether the consumer is losing faith 
in the “cents off’ deal, with parallel loss of respect for 
the brand, which might lead to disenchantment for the 
product in general. Carried to extreme, this could mean 
“dealing” the product into the doldrums. 

“Dealing” in the coffee field is a phenomenon which 
an aftermath of the 
Brazil frost. The un- 


mushroomed into 


price boom following the histori 


pre yminence as 


warranted high prices encouraged far greater production 
and discouraged consumption, with the normal reaction 
of bringing prices lower, supports to the contrary not- 
withstanding. When prices started downward, it seemed 
opportune to bolster established brands or establish new 
brands by placing emphasis on the number of “cents off” 
the high prices at which the unit could be bought, rather 
than go to a straight reduction. 

With green prices approaching a more realistic range, 
it must be assumed that continued “dealing” will bring 
its own annoying problems. 

To replace the “cents off” deal appeal, there are appeals 
on the shelf to be dusted off and presented with ever new 
allure. This is the ever strong appeal of Nostalgia. There 
are appeals to Elegance, Gracious Living, Fine Taste, 
Luxury. And to Vanity, to Masculinity and Youth, to 
the Gourmet and to Morale. And, of course, the appeal 
to the universal URGE for a downright good cup of 
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coffee, morning, noon and night. Consumer confidence 
in established trade names has been and will continue to 
be enhanced by such appeals, used as background. 

By now there is overwhelming proof that (1) con 
sumers favor the better grade coffees; (2) that poorer 
and cheaper products are continuously losing out; (3) that 
those benefiting from majority consumer acceptance have 
avoided depreciating their product by cut-throat compe 
tition. Such typical coffee experience should be a reliable 
guide for the future. 

Plateau or not, it is always timely to assess experience 
and improvise changes which will provide steady profit- 
able business from the opportunities that generally pre- 
vail with instant coffees, and especially from the greater 


thrust upward of the future. 


Thoughts on coffee promotion, 
by London’s J. W. Ashton 


Back in London, the place was littered with forms 
marked “urgent.” Special forms from our members for 
leaflets, for showcards, for flashing signs and posters, all 
needed for Christmas displays. Their orders were large, 
a cut seemed im 
‘You can't cut 


while our stocks were diminishing—so 
perative if we were to avoid being sunk, 
A’s Stores,” my secretary said. ‘They've been members 
for over three years.” And, “Remember what B did, 
putting on a demonstration. You can’t cut them down 
after that.” "“C won the prize, so he must have his.” So, 
in despair, we phoned printers: “5,000 more showcards 
as quick as you like. 25,000 more ‘Story of Coffee’: 20.,- 
000 ‘Coffee for Enjoyment.’ Then suddenly I remembered 
my new Nottingham friends: “100,000 Better Brewing 
leaflets—quickly please.” 

When evening came, I noticed a folder tucked away 
at the end of the files: “Finance Meeting” was inscribed 
in big letters. Oh goodness, not that! Then I sighed. Last 
year we'd gone over our budget, and blow me, I'd done 
it again. But how can one run a publicity club if mem 
bers can’t get what they want—especially when, like the 
public, they want their coffee sales aids hot and strong ? 

That evening I thought of our slender finances 
in the bank. I thought of our 


the 


few hundreds now left 
producer supporters, and guessed they would do what 
they could. Here was prospect of a dream honeymoon 
which might lead to a marriage of pure bliss but what 
if doubt entered one’s mind? . 

Then I came over cheerful again. Why, the Americans 
have a cure for recessions and depressions, I thought. 
They hold conferences and discussions where all such 
Then back to their work 


experiences are thrashed out 
118) 
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the growth 





The conclusion of World War II found the automatic 
vending industry in the doldrums. There was need for 
a new piece of equipment to give it a shot in the arm. 


One of the pioneers in the coin operated machine field, 
as well as a couple of neophytes, recognized this need. 
The answer was to find a demand product that was not at 
that time available through vending machines to business 
houses and industrial plants. 

Cottee was the largest selling beverage in our country. 
Their efforts were naturally turned in its direction. 

There were many who said it couldn't be done. This 
did not stop the research. Inventive genius, engineering 
know-how and perserverance brought us the first auto- 
matic hot coffee vending machines in 1947. 

These first coffee vendors were not mechanically perfect 
nor did they dispense the most palatable drink. They 
did, however, dispense a hot dark, and, if desired, sweet 
beverage. It was called coffee by some, many other things 
by others, but it was the start of a multi-million dollar 
industry. 

Soluble coffee was being packaged for home con- 
sumption. When this product was tried in vending ma- 
chines, many problems arose. Caking and lumping of 
powder caused bridging which restricted a constant ingre- 
dient throw. Fillers to this condition were 
added. This did not compliment the taste, but it did help 
to overcome some of the troubles. 


overcome 


Liquid concentrates 
were concocted. They also caused many complications 
and malfunctioning machines. Ingredients were pelletized. 
Again the same problems, more trouble. 

During these trying times, vendor manufacturers kept 
working. Machines were eventually perfected to the point 
where they were far ahead of the ingredients that were 
available. 

Soluble coffee machines today can satisfy most any in- 
dividual’s taste. The customer select mild coffee, 
strong coffee, black, with cream or double cream, with 
sugar, double sugar or triple sugar. In fact, they can 
so disguise it, one would never know what they were 
drinking; but we must keep in mind the fact that man- 
kind is made up of people and we must try to satisfy 


can 
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of coffee vending 


sale 





By FRANK Q. DOYLE, Sales Manager 
The Bert Mills Corp. 


each and every individual's coffee taste. 

When the coffee break was born, neither business nor 
industry was ready for it. Lost man hours were counted, 
and it was found that the cost was staggering. The trip 
to the corner cafe or lunch wagon was too costly. A 15- 
minute coffee break took 30 minutes. There was only one 
answer: the automatic coffee vending machine installed on 
the premises. 

Automatic coffee vending machines became normal 
pieces of equipment. They were not only accepted, they 
were demanded. 

Machines were being installed in industrial plants 
throughout the nation. Consequently, at long last, the 
coffee people finally awakened to the fact that this was 
not a fool's dream, but an entirely new and virgin market 

By the end of the year 1955, there were approximately 
60,000 coffee vending machines in operation. However, 
many thousands of locations were still without automatic 
coffee machines. Some industrialists could not be con- 
vinced that a mechanical machine, using powdered ingre- 
dients, could possibly serve a real cup of coffee. They 
were firmly against what they termed “imitation coffee.” 

The answer to these sceptics came in 1955. An entirely 
new concept in automatic coffee vending machines came 
when “fresh brew” models made their initial appearance. 
Using freshly ground coffee, brewed in small batches vary- 
ing from 10 to 20 cups, these vendors dispensed a drink 
comparable to that served in the finest dining rooms. The 
magic words “fresh brew’ opened thousands of the here- 
tofore untouchable locations. 

The first fresh brew machines dispensed fresh refriger- 
ated liquid cream and granulated sugar. As time went on, 
powdered cream reached the point where it was about 
equal to fresh cream. Taste, color, etc., were of a quality 
where it was difficult to tell one from the other. Today 
machines can be equipped to dispense either fresh liquid 
or powdered cream. 

By the end of 1957, there were approximately 100,000- 
coffee vending machines of all types in operation. Accord- 
ing to figures published in Vend magazine, these machines 
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% A Coffee Convention “Fact-Reference” Feature: 


Vending 


can you get into coffee vending? 





if you’re not getting any of this business now, 


there’s no reason why you shouldn't . . . 


By JOSEPH F. GIUMETTE, Sales Development Director 


How far are we now towards the saturation point in 
fresh coffee vending sales? 
Is it too late to get on the vending sales bandwagon ? 
What conditions our thinking regarding the future of 
vending sales? 
These are the thoughts we 
will attempt to explore in 
this article. 
It was just one year ago 
that we were asked to com 
ment on 
the development of 


our experiences 
with 
coffee sales through fresh 
coffee vending machines. As 
we look backward and, more 
importantly, into the future, 
we are more and more ap 
preciative of the fact that 
our decision made a few 

years ago to invest time, energy and some capital In ac- 
quiring all the knowledge we could regarding the hand- 
ling of our product in fresh vending machines proved 
to be correct. 

Since our coffee vending show a year ago, we have had 
another show, bigger and better, in which interest was 
keener and attendance was greater than ever before. Again 
we had many visitors from several states and Canada. 

One new feature of this year's show was our quality 
booth, with all the latest scientific tools for 
measuring and controlling our results. This booth was 
manned by Jack Frey, who proceeded with normal oper- 
ations and was available to answer any inquiries. We 
must, at this point, express our appreciation for the ex- 
cellent help from Dr. Eugene Lockhart and all the 
Coffee Brewing Institute personnel who have made such 
a fine contribution toward helping us achieve better 


control 


quality control methods. 

Another new feature was the availability of the services 
of David E. Hartley, sanitation and health counsel for 
the National Automatic Merchandising Association. Mr. 
Hartley gave talks and answered questions regarding the 
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problems concerning fresh coffee and fresh cream sant 
tation 


+ 


Many vending operators from the state of Ohio urged 
us to expand into their area. This we have done, and as 
expected, most of our growth in Ohio has come from the 
vending machine industry, and is continuing to grow 
rapidly. 

A year ago we expected that our greatest volume of 
growth would come from: (1) present accounts with cafe 
teria and lunch cart operators; (2) replacement of instant 
machines with fresh brew; (3) acquisition of locations 
previously unattainable due to dissatisfaction of location 
management with the quality of the instant product or 
service. These things 


manual coffee 


have proved to be true, and it is most fortunate for us 


with cumbersome 
that they have. 

Due to the very poor year industrially in our area of 
operations, our normal business in restaurants, hotels and 
institutions was off considerably, but we are happy to 
report that even under these poor conditions, our vending 
sales increased rapidly and we have had another pros- 
perous year overall. 

Most of our industrial catering accounts also prospered 
through the addition of more coffee machines. Several 
industrial and other employee cafeterias have been closed 
and lunch carts have been removed, but when replaced 
by automatic food service with fresh coffee machines and 
continuous service, we find coffee consumption increases 
threefold. 

More and more employers are permitting fresh coffee 
machines to be placed on location, and continuous service 
results in amazing coffee consumption figures. In many 
of the local union contract negotiations, management and 
union have incorporated coffee service as part of the 
agreement. 

Another new development that we feel will result in 
a bigger and better fresh coffee vending year for 1959 
is the one-cup fresh coffee brewer. It has been our privi- 
lege and pleasure to have worked extensively with one of 
these machines, which will soon be in heavy production. 

(Continued on page 97) 
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% A Coffee Convention “Fact-Reference” Feature: 


the coffee roaster 


.... and the vending potential 





By GEORGE T. HERALD, General Sales Manager 
Hampton House Instant Coffee Division 
Sol Cafe Manufacturing Corp. 


At the National Automatic Merchandising Association 
convention in St. Louis, while the vending machine oper- 
ators had quite an assortment of dry ingredient machines 
to look over the new equipment that was shown and the 
business session that covered the hot drinks emphasized 
The 


new coffee vending equip- 


fresh brewed coffee. 
ment was predominantly for 
fresh brew, and they were 
all production models. They 
from a machine 


brewed a 


ranged 
which cup ata 
time in a 12-second cycle, 
holds 10 Ibs. of coffee, and 
total of 500 


cups of coffee when loaded; 


can deliver a 


through a new deluxe model 

which made 10 cups of cof 

fee at a time and held 750 

7-ounce hot cups; to the new 900-cup-capacity machine 
that had an ingredient capacity of 50 Y4 Ib. cans. 

In this last machine, the brewing process begins when 
the coffee can rolls into position after the brewing motor 
is actuated. Two pins puncture one end of the can. 
Hot water is sprayed into the coffee through the upper 
pin. The brewed coffee is then drawn off through the 
lower pin into a heated reservoir. This machine can be 
adjusted for 12 to 21 cups per brew. 

Several of these fresh-brew coffee vending machines 
have an emergency compartment for powdered instant 
coffee which automatically switches on and vends a 
powdered instant coffee drink when failure stops the 
fresh-brew part of the machine. This, coupled with the 
fact that most coffee vending machine operators operate 
both dry powder ingredient coffee vending machines as 
well as fresh brew machines or pre-brew machines; places 
powdered instant coffee and roast ground coffee together 
as a team. Combined, they become the ‘'salt and pepper” 
of the coffee industry, or, if you prefer, “the cream and 
sugar.’ While being facetious in this remark, I am try- 
ing to point out that powdered instant and fresh roast 
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will go together in the future of vending like “ham and 
eggs.” A perfect team. 

Well, this has been a decisive period for coffee. Where 
are we now? Where are we headed ? 

By now, you have no doubt glanced through this com 
prehensive review of coffee in the United States market, 
as well as in the producing areas and other consuming 
countries. The review of the situation, no matter how 
enlightening, is no comfort to the coffee roaster who ts 
not getting his full share of the business in the area in 
which he dominates. 

It is impossible for any roaster to be getting his full 
share of the business, or of the business potential, in his 
area unless that roaster is carrying instant coffee under 
his own label. A review of your own situation and the 
potential of your locality will give you the answer to 
the question, “Where are we now’ ? 

The answer to the question, “Where are we headed” ? 
must be answered by each roaster individually. 

We at Hampton House feel that we have the answer 
in our new Cobra Blend of powdered instant coffee for 
vending and institutional use. This powdered instant 
coffee is the nearest in taste, body, flavor and 
color to fresh-brewed coffee. It 1s a great step forward 
in an improved instant coffee. This instant coffee is the 
sensational result of continuous research and experimen 
tation to provide an instant coffee that approximates fresh 
roasted coffee and completely satisfies the ultimate con- 
sumer, of utmost importance when the consumer uses 
an automatic coffee vending machine as his source of 
hot coffee. 

This automatic vending of coffee has opened up a new 
and rich field to you, the coffee roaster.’ Your answer to, 
“Where am 1 heading”? can be the decision to provide 
your trade with an instant coffee under your label as the 
working companion to your fresh roast, fresh ground 
coffee that you are now selling to’ the vending field, to the 
institutional field and to the restaurant field. Get headed 
for those added potential instant coffee dollars. 
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%* A Coffee Convention “Fact-Reference” Feature: 


fresh brew or instant for vending? 





a frank statment of one point of view 


By D. H. HAMPTON, Director of Sales and Advertising 
Vending Division 
Tenco, Inc. 


The idea of fresh brewed coffee in a vending machine 
does appeal to top management who, unfortunately, does 
not know about the many problems involved. It is 
logical to assume that fresh brewed coffee from a vending 
machine would have the well-known homemade flavor 
that people have been used 
to for so long. This, how- 
ever, is more psychological 
than factual. Brewing coffee 
properly is not easy in an 
ordinary coffee urn and 
virtually impossible to do 
automatically without run- 
ning difhcult 
problems of — cleanliness. 
What should be 


keep clean than the very 
simple standard coffee urn? 


into very 


easier to 


One of the major problems 

in selling fresh roasted coffee to hotels and restaurants, 
where their employees are in constant attendance, is to 
keep their coffee brewing equipment clean so that it does 
fresh brewed coffee 


not become rancid. Believe 


passing through or served out of a container that has 


me, 


become rancid is a far inferior product than that made 
freshly from instant vending coffee. 

There is no intention to berate the use of fresh roasted 
coffee. We roast tons of it every day, on its journey to 
become instant coffee. Nor do I mean to infer that a 
good cup of coffee could not be vended from freshly 
ground coffee through a vending machine. 

However, the promoters of so-called ‘fresh brewed 
coffee’ vending machines have not fully considered the 
problems resulting from the use of regular fresh roasted 
coffee. The vending industry has made great progress, 
but one of its primary problems has always been, and 
still is, the human element. There have been numerous 
service problems with less complicated instant coffee 
vending machines because of inadequate and undepend- 
able servicing. The very fact that instant coffee is ex- 
tracted and dehydrated in processing is an aid to clean- 


liness and sanitation, because some of the residues of 


the fresh roasted coffee are removed. These residues 


have to be removed daily and thoroughly from fresh 
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brewed machines, just as they must be removed from the 
pot or pcrcolator when coffee is made at home. If not 
cleaned thoroughly after each making, the flavor is soon 
affected. This condition will build up in the vending 
machine just as in the percolator. 

There is also the problem of disposing of the used 
coffee grounds. If left in the machine for long, they will 
attract roaches and become a sanitation hazard which will 
not escape the notice of health officials, As well as being 
a nuisance, the daily disposal of these grounds increases 
maintenance costs. 

Instant coffees have made great strides in the past five 
years. Not only has the overall consumption inc reased 
tremendously, but there have been corresponding im- 
provements in the products. Instant coffees produced 
only two years ago would not be acceptable today. These 
improvements are the result of very intensive research, 
together with increased know-how based on experience. 
Today, at least 30% of all the coffee consumed in this 
country 1s instant coffee, one cup out of every three. By 
1960, it is predicted that 50° to 60% of all coffee 
consumed in the United States will be instant coffee 

The vending machine operator must be more cost 
conscious than before if he is to make 
a legitimate profit and stay in business. In my opinion, 
most operators, large and small, who are financing most 
of their vending equipment cannot afford to abondon it 
fresh brewed units. Buying 


now ever 


on location for so-called 
vending equipment is a long range investment. 


this against a trend is a poor investment, and the trend 


Doing 


is to instant coffee. 

One of these so-called fresh brew units costs about $1,- 
600.00 The operator pays only half of that cost, but in so 
doing forfeits his independence because he virtually be- 
comes a partner of the manufacturer. If that unit ts to 
be profitable, it will have to sell at least 500 drinks per 
day at 10¢. This limits its use. Other so-called ‘fresh 
brewed” units cost from $150 to $350 more than present 
instant coffee vending machines, and conversion units in- 
crease the cost almost as much. 

Sales of so-called fresh brewed coffee through vending 
certain sections 


machines have made some progress in 


(Continued on page 123) 
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UNDER YOUR OWN LABEL 
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A cordial salute to the members of the National Coffee Association attending the 1959 convention at Boca Raton, Florida. 
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automation in 





guipment 











coffee plants 





By CHARLES C. MOSIER, Sales Engineer 


article wu 
It ts 


Automation is the subject of at least one 

virtually every business magazine we read these days. 

the one thing to which businessmen in the United States, 

Canada and many other parts of the world are turning as 

the best means of preserving and improving quality control 

and profit margins in the face 

of constantly rising costs of 

labor and materials. 
In specialized industries, 


such as coffee processing, 
however, there has been some 
feeling that automation ts a 
wonderful development — for 
many types of business, but 
has very little practical appli- 
cation in oa plant. 
Nothing could be farther 
from the truth! Automation 


is playing a sound economic 


cottee 


role in many coffee plants these days—not only in big ones, 


but in small and medium sized ones—not only in one-blend 
plants, but in plants producing a variety of blends and 
All of these installations of automatic equipment 


reasons: 


packs. 
have been made for either or both of two basic 
that they reduce operating costs; and_ that they enhance 
production control. 

Perhaps the main reason why the coffee industry is less 
aware than some other industries of the benefits possible 
from automation is the apparent lack of ‘‘packaged’’ auto- 
mation available to the industry. We hear of mechanized 
accounting, order processing and other office procedures, 
and we tend to think that such systems are something we 
can ‘order off the shelf”’ 

Despite the “packaged’” appearance of such office auto- 
mation, however, much individual engineering must go into 
As is well known by any of you who have 


the application. 
work, a mechanized 


installed automation § in office 


system starts with standard components, but its success or 


your 


failure depends largely on how those components are modi- 
fied and combined to produce an integrated and efficient 
system for the particular processing involved. So it is 
with coffee plant automation—standard components put to- 
gether in one of many different combinations, depending on 
the kind of coffee processing you do. 


Perhaps, too, the coffee industry has not realized the de- 
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Jabez Burns & Sons, Inc. 


gree to which automation has been in use in coffee pro 
Of course, we're all familiar with 
gas on and off, move 

But how 


cessing for many years, 
batch 
dampers ,apply water spray, etc., all automatically. 
How about a chaff 


roaster controls, which turn 
about a continuous roaster and cooler? 
collection and incineration system? Arent’ they automation, 
too? Certainly, they are. They remove from the operation 
certain individual steps which were previously required 
they perform these steps automatically 

The approach to automation in coffee plants, therefore, ts 
The instrumentation—and in 


control 


of two. basic first 1s 
volves the addition of 
chines in order to make them perform a series of functions 


The second approach is mechanical 


ty pes 


instruments to certain ma 


without manual help 
the use of equipment which by its very concept and design 
is automatic. Both have their advantages, and a properly 
engineered coffee plant of today would utilize some of each 


important factors in planning 


The following paragraphs will describe several types of 
coffee plant automation, based on actual installations. Be- 
fore getting into these descriptions, however, we should 
emphasize a number of important factors which any coffee 
company should consider in contemplating an automation 
program. 

First of all, you can carry automation as far as you want 
or as far as it makes economic sense . It can be applied to 
an entire coffee plant—or to just the green coffee system, or 
the roast coffee handling, or the roasting and cooling. In 
any of these subdivisions, you can automate all the opera 
You don't wait for your 
The benefits of partial automation 
will usually pay for the 


tions, or some need to 
“new dream plant” 


right now, right where you are, 


just 


initial costs 1n a short time. 


Secondly, there are certain functions in a coffee plant 
which are not sensible objects for automation. For example, 
it is possible to devise a system tor automatically changing 
roll settings on a granulator when a change of grinds ts 
desired However, the labor involved in manually per 


forming this periodic job is not sufficient to warrant the 
investment in substituting an automatic mechanism 


Thirdly, you can waste money on unnecessary refinements 
in an. automated installation, unless you thoroughly think 


(Continued on page 94) 
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new driers for coffee farms 





By RICHARD REDLICK, Executive Vice President 
American Drying Systems, Inc. 


With overproduction, coffee buyers the world over now 
demand quality. This ultimately forces growers and pro- 
cessors into eliminating their obsolete drying machinery 
and seeking improved up-to-date methods. 

Modern machinery will not only produce a_ better 
product, but due to the existing prices of coffee, the 


tendency is to reduce the cost of processing. Manu- 


facturers are constantly pressing their engineering staff 
to invent new machinery which will meet the ever-grow- 
ing requirements of the growers. In every section of the 
world, coffee growers have expressed their desire to 
secure a drier which would give better control in their 
processing. These controls must not only be economical 
but completely automatic. Price is also a large factor 
at the time of purchase. 

Many growers feel that the so-called drum-driers are 
obsolete and that it takes too many man-hours to load 
and unload, plus the fact that the drum-drier is lacking 
in this new area of controls. Drum-driers usually take 
20 to 24 hours for one complete drying cycle, and this 
time should be shortened, using less fuel and less man- 
power. 

Since the beginning of 
American Drying Systems Inc., Burlingame, Calif., has 
been experimenting with a vastly improved coffee drier. 
use on coffee 


this coffee harvest season, 


Several of these new driers are in actual 
farms in Central America. The results have already sur- 
passed the company’s fondest expectations. The manu 
facturer has made application for patents on this new 
process, which should very definitely assist growers in 
obtaining a better product at lower cost 

One of the tests on this new process was conducted by 
Dr. H. Elliott Foote, of New York City, formerly asso- 
ith Standard Brands and the Rockefeller 
at the Hacienda Cacht, 
San Jose, Costa 


ciated w Foun 


dation. The test was conducted 
owned and operated by Alex Murray, Jr., 
Rica 
form in color, with complete elimination of spotting 

The 1959 
presently being manufactured by American Drying Sys 


The coffee beans produced were found to be unt 


model drier is a columnar type which ts 


tems, Inc. Their new elevator, used for loading, circulat 
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The new A.D.S. 
coffee 


coffee drying plant for 
equipped with 
controls to maintain air at proper temper- 


growers, automatic 


ature and moisture-mixture. 





automation in coffee plants 
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through and discuss with the equipment supplier exactly 
what you want to accomplish by automation, 
supplier knows exactly how you operate your production, 
he has to include in his control system a certain amount of 
flexibility which may really not be required. Such extra 
flexibility means additional control components and _there- 
fore a more expensive installation 

Finally, a willingness to modify your production schedul- 
within the limits of your particular business require- 
realization of maximum 


ing 
essential to the 
An expertly engineered control 


ments—1t1s often 
benefits from automation 
system will provide maximum benefits only if you schedule 
your production carefully, and make the system perform 
to the full extent of its capabilities. Like a doctor's pre- 
scription, automation will benefit you only if it is the 


right prescription” and only if you “take it as directed” 


Case histories 


As mentioned above, there are three principal areas for 
coffee plant automation Actually, there are 
packaging, raw material handling, finished goods handling, 


more 1.€., 


soluble production, etc But this article will only cover 
those areas with which our company ts directly concerned 


They 


ire (1) gicen coffee processing, (2) roasting, cool 


and stoning, and (3) roast coffee grinding and hand! 


Unless the 


ing—up to delivery to packaging scales or soluble extractors. 
We have chosen examples in which we believe automation 
can be of maximum benefit, and we hope that they may 
suggest to you some cost-saving steps for your plant. 


CASE ONE—GREEN COFFEE 

Ty pe One-story, one batch roaster, multi- 
blend. 

Problem: To add to an existing plant a system which 

will automatically deliver to the roaster a batch of coffee 

containing accurately proportioned straight coffees required 


of Process: 


in each blend 

Solution: Installation of storage bins for cleaned, straight 
green coffees, each bin equipped with a volumetric feeder 
on its discharge, set at a rate of one pound per second; 
and a panel near the roaster with timer dials for controlling 
the various feeders. 

Operation: The operator sets each timer dial on the 
central control panel to the number of pounds needed from 
When the batch is needed, a push- 


the corresponding bin. 
Each feeder operates for the 


button energizes the system. 
preset number of seconds, discharging the desired quantity 
of that type of coffee wanted in the blend. The batch ts 
automatically conveyed to the roaster feed hopper, the mux- 
ing taking place during roasting. 

Benefits: 1. Permits use of more components or finer 
proportioning in a blend. 

2. Provides accurate control of green coffee costs. 


(Continued on page 108) 
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update contracts 





By J. M. CLARK, President 


Green Coffee Association of New York City, Inc. 


Among the stated purposes of organization, the certificate 
of incorporation for the Green Coffee Association of New 
York lists these: 

1. To establish uniformity of commercial usage among 
its members. 

2. To adjust controversies 
and misunderstandings — be- 
tween its members. 

To achieve the first of 
these, our association prepar- 
ed and recommended from tts 
inception standard — contract 
forms, for use by the trade, 
which were amended over the 
years as necessary. 

When we speak of a con- 
tract, we refer to the written 
evidence of an agreement, 
enforceable, between 
two or more persons, to do or forebear something. — Be- 


legally 


cause of changing trade conditions, it became increasingly 
apparent that more than just another revision of the forms 
Early in 1955, therefore, the Contract Com- 
mittee was charged with the task of completely overhauling 


Was necessary. 


all existing contract forms. 
The committee 
holding hearings, drawing up drafts, and submitting them 


worked for two years, doing research, 


to legal counsel and the membership of the association for 
review and comment. Finally, completely revised contract 
forms were drawn for F.O.B. Brazil, F.O.B. Milds, and 
Ex Dock and were approved and became effective on July 
Ist, 1957. We take proud notice of the universal acceptance 
of these contract forms not only by our members but gen- 
erally throughout the producing countries. 

When an agreement to arbitrate is written into a commer- 
cial contract, it is an expression of goodwill and a promise 
of fair dealing in business relationships. Such agreements 
to arbitrate often lead to peaceful settlement without the 
necessity of going to arbitration. However, when a con- 
troversy does arise which cannot be settled in direct nego- 
tiation, the arbitration clause provides an equitable, quick, 
and an inexpensive method for the prompt determination of 
the dispute. 

Arbitration is the voluntary submission of a dispute by 
the interested parties to impartial persons for final determi- 
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nation. To reach orderly, economical, and expeditious set- 
tlement of controversies, our association adopted rules for 
arbitration which, over the years, have been the norm for 
the procedures applied to the conduct of this important ser- 
vice, our means of accomplishing the second of our aims, 
as mentioned above. 

Prior to September, 1952, lawyers were not permitted to 
attend arbitration hearings. Since then, by a change in New 
York State law, the parties to such arbitrations may be repre- 
sented by an attorney, unless they specifically waive such 
rights. 
may be present except the arbitrators and a representative of 


In arbitrations of quality questions, however, no one 


the association. 

In view of the many changes in trading, the need for re- 
vising procedures as a result of questions raised by attorneys, 
and the much wider use of our arbitration service by many 
outside of our membership, both here and overseas, it has 
been decided to completely rewrite the rules of the associa 
tion for arbitration. 

This revision will accomplish a broadening of the concept 
of arbitration over the present scope. It will serve to 
modernize, clarify, and bring the rules to a state of coverage 
where there can be very little misunderstanding as to thes 
regulations, either in language or intent 

Preliminary review already is in progress, and we expect 
that by the middle of 1959 the Arbitration and By-Laws 
Committees will be well along toward completion of their 
important job. 

At the beginning of this article, the stated purposes of 
seem to restrict the use of contracts 


organization would 


and the arbitration service to members only. This, of course, 
is not true in practice, since our contract forms are available 
to anyone in the coffee industry, here or abroad, and the 
arbitration service may be used by parties in a controversy, 
whether this whether 
located in the United States or elsewhere, 
sal usage and acceptance, the contracts provisions and the 
arbitration Coffee Association of New 
York, the world’s largest cottee market, are recognized is 
the standard throughout the world 


members of association or not, or 


Through univer 


rules of the Green 


I< is our continuing aim to render services to the trade, as 
we have for the past thirty-five years, not only in the interest 
of the Green Coffee trade of New York, but also to the 


coffee world at large. 
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Our Cop Kanking Cargo Services 


MAINTAINED FOR MORE THAN 

60 YEARS 
from VENEZUELA, THE CARIBBEAN, 
HAITI, DOMINICAN REPUBLIC 


“‘ 


to U.S. ATLANTIC & GULF PORTS 


assure prompt delivery of your 


coffee shipments 


Royal fletherlands Steamship Company 


FREIGHT AGENTS 
NORTH ATLANTIC PORTS — FUNCH, EYDE & CO. — NEW YORK 


SOUTH ATLANTIC PORTS — STRACHAN SHIPPING CO. — SAVANNAH 
GULF PORTS — STRACHAN SHIPPING CO. — NEW ORLEANS 











Your best cargoes deserve 


FARRELL LINES care 


Choice cargoes of coffee and tea get 
extra special care as a matter of 
course aboard Farrell Lines ships. 
Loading and stowing is carefully 
supervised. Cargo holds are well-ven- 
tilated and humidity-controlled. And 
while at sea, Farrell engineers fre- 
quently check all cargo spaces to 


make sure that temperature and at- 


mosphere conditions are maintained. 

There are 16 fast Farrell Liners 
in regularly-scheduled U.S.-Africa 
service. In fact, Farrell Lines is the 
only steamship company linking the 
United States with all three ocean 
ccasts of Africa. 


FARRELL LINES 


26 Beaver Street 


New York 4, N. Y. 
Telephone: WHitehall 4-7460 
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PCCA promotes coffee 





By WELDON H. EMIGH, President 
Pacific Coast Coffee Association 


We on the West Coast can be quite proud of what our 
Pacific Coast Coffee Association has done during the past 
six months, and I would like to highlight for you some 
of its activities. 

The Publicity Committee, 
working in conjunction with 
the city and county officials 
of San Francisco, created an 


Thomas Duff, 


headed by 


excellent display at the Cali- 

fornia State Fair held in 

Sacramento last August. 

This display, which occu- 

pied an area of approximate- 

ly 30’ x 40’ was devoted en- 

tirely to all phases of the 

coffee business in the San 

Francisco Bay Area. In 

miniature form, steamers 

were shown arriving at the 

docks, coffee was unloaded and hauled away by trucks 
to roasters’ plants, and from there the display showed 
the many private label brands which were the result of 
the processing of this green coffee. Allied industries, 
such as steamships and railroads, were also given full 
publicity in the display. Comments from the general 
public, as well as state and city officials, were most favor- 
able. 

Proper brewing of coffee was given added stimulus by 
the association's sponsoring of demonstrations by John 
C. Leach, representative of The Coffee Brewing Institute, 
and the attendance was excellent. While men in the in- 
dustry do have a full knowledge of proper brewing 
methods, nevertheless, these demonstrations have proven 
extremely helpful to our members, and especially to the 
salesmen handling restaurant accounts. 

This year's Steamship Committee has set an all-time 
high in activity on the equalization of rates which West 
Coast members have felt in the past to be detrimental 
to our interests. This committee has had numerous meet- 
ings with government officials, as well as with represen- 
tatives of the steamship conferences, and have put forth 
a great amount of time and effort towards obtaining a 
“fair break’’ for us in this area. The fight is still being 
waged, and we are hopeful of bringing it to a successful 
conclusion. 

The value of our Domestic Traffic Committee was also 
brought into clear focus, especially when we were threat- 
ened with excessive increases by certain warehousing in- 
terests. The final settlement arrived at through their 
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efforts provided a much fairer list of charges than the 
original proposals. 

In the forthcoming February issue of ‘Sunset’’ Maga 
zine, which is a Western publication, coffee will be given 
a large amount of space, and much of the material being 
used in this article was furnished by the Pacific Coast 
Coffee Association offices. This magazine enjoys a very 
large circulation, and the usage of coffee should be aided 
and increased by the publication of the article. 

Our Association Group Insurance Plan has proven ex- 
tremely helpful to members who have had occasion to 
use its benefits, and we are constantly getting in more 
subscribers to this fine insurance coverage. 

All in all, I would say that our Pacific Coast Coffee 
Association has done an excellent job in looking out for 
the interests of its members, and being constantly alert 
to the need for new stimuli to assist in improving the use 
of coffee as a beverage, as well as aiding in maintaining 
good public relations for our industry. These same ef- 
forts will be continued in the future. 


can you get into coffee vending? 


(Continued from page 85) 





Our brewing results were very interesting indeed. It ts 
our opinion that many marginal accounts can be serviced 
at a profit with this type of machine. From this new de- 
velopment alone, we expect to move many thousands of 
pounds of fresh coffee in situations where a few months 
ago it was thought only instant coffee machines could 
operate at a profit. 

A few months ago we published an informative bro- 
chure, “What's New in Fresh-Brew,” showing various 
types of vending machines. This was very well received 
by people seeking information regarding coffee vending 
equipment. But in a comparatively short time, because 
of many new developments and design changes, it has 
become obsolete. However, in the short time it was avail- 
able, the demand for copies was far beyond our expecta- 
tions and proved to be a fine promotional idea. 

In the past year there have ben important improvements 
in the brewing qualities of several machines. Good 
progress in cream handling, a special problem, has been 
made. In some instances cream can now be dispensed 
from the original refrigerated dairy bottle. This saves 
cream, lessens sanitation time and pleases health authori- 

(Continued on page 115) 
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Weekly American Flag Service from 
COLOMBIA - VENEZUELA - ECUADOR - PERU 
and the West Coast of Central America 
fo 

NEW YORK - LOS ANGELES - JACKSONVILLE 
PHILADELPHIA - SAN FRANCISCO - BALTIMORE 
SEATTLE - VANCOUVER, B. C. 


CONVENTION GREETINGS to our many friends 
in the National Coffee Association 


~_, 
Gary 


for more than o century 3 Hanover Square, New York 4, N.Y. 
Agents and Offices in all Principal Cities 


Around the clock every day of the year Grace 
Line’s dependable fleet of modern “Santa” ships 
serves the coffee trade. From years of experience 
comes the coffee-handling know-how particular 
shippers demand. Maintaining itineraries and 
schedules that coincide with the needs of the 
trade, Grace Line keeps high-grade green coffees 
moving steadily northward from Mexico, Central 
America, and South America. For the best in 
service, ships and schedules, specify, “Ship via 


Grace Line.” 


GRACE LINE 


TEA NDUSTRIES an 
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New Orleans and coffee 


have grown up together 





By RALPH P. NOLAN, President 


Two significant events—one historic the other economic 
occurred in 1803, some 156 years ago. 

The first was the Louisiana Purchase, which gave the 
youthful American nation the vast and rich hinterlands which 
now make up mid-continent U. S. A 

The the 
importation of coffee at New 


second was first 
Orleans. 

According to Martin's 
“History of Louisiana’, some 
1,438 bags of coffee were re- 
ceived in New Orleans in 
1803. Where they come from 
is clouded in mystery today. 
that time the Port 
of New Orleans and the cof- 


Since 


fee trade have grown up to- 
Coffee today ranks 
first in value and seventh in 


gether 


New Orleans ts 
second only to New York in tonnage and value of coffee 
imports. Nearly 170 of the tonnage and 16% of the value 
of coffee imported into the United States in 1957 came 
through the Port of New Orleans. 


tonnage in imports into New Orleans. 


The Port's major coffee carrier is the Mississippi Shipping 
Co.'s Delta Line, which operates vessels between Gulf ports 
and ports of the east coast of South America and the west 
coast of Africa, the two richest coffee producing coffee areas 
of the world. 


Low-priced African coffee is fast becoming an important 
rival of the old South American producers. In fact, in 
1957 coffee imports from Africa were second only to those 
from Brazil through the Port of New Orleans. Some 
125,183 tons of coffee valued at $112,000,000, or 53% of 
350,323 
This repre- 


the total coffee imports, came from Braz:l. Some 
tons valued at $27,000,000 came from Africa 
sents 15° of the total imports. The other 320 was divided 
Colombia, Sal- 


vador, Costa Rica and Honduras 


between Mexico, Guatemala, Ecuador, El 


New Orleans today is still a vital coffee center. There 
are approximately 26 local importers and 122 interior im- 
porters who bring coffee into New Orleans. These figures 
do not, of course, include coffee that comes in by ‘‘order 
for consignment”. The 
some 15 to 20 states and distribution from New Orleans 15 


interior importers are located in 


made by all transportation facilities; barges, trucks, trailers 


and trains. 
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Board of Commissioners 
Port of New Orleans 


The physical facilities of the Port of New Orleans in- 
clude 141,217 square feet of covered space at the Poydras 
Street Wharf. This wharf has space for two shipping 
berths and the shedded area ts double deck. 


The Poydras Street Wharf was reconstructed in 1929, and 


made into a modern double-deck concrete and _ steel 


structure, with coffee importing in mind. 
ly unloaded onto the upper deck, where over 200,000 bags 
The different types are 
The flags have 


was 
Coffee is general. 


may be stacked according to types. 
marked by identification flags on each bag. 
symbols, such as a monkey, moon, star or rabbit, to facili 
tate separation. 

In the unloading process, a sling of about 13 bags (132 
lbs, 


small trailers pulled by tiny tractors called ‘mules’ 


each for Brazilian coffee) is set gently down onto 
As 


each trailerload reaches a sorting point inside the shed, an 
assorter directs the longshoremen to carry them in hand 
trucks to the stack of bags corresponding with the identifica- 
tion tag. They are piled in tiers about 15 bags high 
There are more than 100 types of coffee imported at New 
Orleans. 

Despite the fluctuation in the coffee trade, New Orleans 
in 1957 handled coffee imports valued at $224,000,000, a 
sizable sum for any commercial product. 

New Orleans, which has played such a historical role in 
the coffee trade, is constantly making re-evaluation of its 
facilities for handling coffee, and through the years will 
continue its efforts to bolster the coffee trade between this 


country and the coffee growing areas of the world 


Blackburn resigns as president, now consultant 


to Ruffner, McDowell & Burch; Englishee named 

At the annual meeting of Ruffner, McDowell & Burch, 
Inc., held in Chicago early last month, John W. Blackburn, 
associated with the firm for over 5O years, resigned as 
presidenc. 

He has become a consultant and advisor, making available 
to the company the continuing benefit of his counsel and 
long experience. 

W. Connell Englisbee Was elected president, to succeed 
Mr. Blackburn. 

Frederick H. Silence was named executive vice president 

David C. Courtney was elected a member of the board 


of directors. 
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Coffee Satisfies the Taste 
of World Trade 


This wonderful drink is rarely recognized beyond its 
unmatched taste appeal. However, it is interesting to note 
that coffee always ranks near the top of our imports list . . . 
and has always served as a stimulant for two-way trade. 


Delta Line, ever mindful of the shipping requirements of the 
coffee industry, always maintains the best available sailing 
schedules from Brazil and West Africa. 


Vela Lue 


MISSISSIPP] SHIPPING COMPANY, INC. « REW ORLEANS 
New York ¢ Chicage ¢* Washington «¢ St. Louis 


Offices and agents in principal cities of Brazil and West Africe 
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coffee and the Port of New York 





By RICHARD A. SUTHERLAND, Chairman 
Traffic and Warehouse Committee 
New York City Green Coffee Association 


Several weeks ago an article appeared in the New York 
City newspapers to the effect a ship was arriving at the 
Port of New York with the largest cargo of coffee ever 
taken out of the port of Paranagua, Brazil. This record 
of some 70,000 bags naturally was a source of great pride, 
not only to the steamship company whose vessel carried 
the coffee, but to all those who had a part in loading, 
sailing and even the final discharging of the cargo at 
New York. Except for the interested parties, however, 
it is doubtful that one newspaper reader out of a hundred 
gave the article more than a passing glance, and then only 
to comment,” There's an awful lot of coffee in Brazil.” 

Few of us, and that includes members of the industry, 
are cognizant of the part coffee plays in the over-all 
economy of the New York port area. While statistics 
are boring, the very magnitude of the figures involved 
makes their use necessary. 

For the calendar year 1957, imports of Green coffee into 
the United States totaled 20,859,290 bags, or 1,269,643 
long tons. Of the above total, over 10,500,000 bags, or 
688,214 long tons, entered the Port of New York. Per- 
the coffee consumed in the 
Of even 


centagewise, 54.2% of all 
U.S. entered through the Port of New York. 
greater importance is the fact that only refined and 
raw sugar exceeded coffee in value and tonnage into 
the port 

It is impossible to estimate the number of workers 
and their families benefiting directly or indirectly as a 
result of this most important commodity. Not only does 
the port and its workers benefit from the importation 
of coffee, but from well. Trade with the 
coftee-producing countries of Central and South America 


from the Port of New York exceeded $2!/, billion. 


exports as 


With an ever-increasing demand for pier space in the 
port, the New York Port Authority in particular, 1s 
making rapid strides in converting old uneconomic piers 
into modern, well-equipped installations designed for the 
economic handling of cargo, with coffee, as a result of 
its over-all importance to the port, being given the great- 
est consideration. While this active modernization pro- 
gram on the part of Port Authority has to some extent 
alleviated the very serious congestion existing on the 
piers, there 1s still much to be done in the way of elimin- 
ating this costly problem. The New York City Green 
Coffee Association has received numerous justifiable com- 
plaints from its members concerning delays in picking 
up cottee from many of the city’s piers. In many in- 
stances. trucks are forced to wait in line for hours before 
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being permitted entry to the piers and it is the rule 
rather than the exception that it takes practically one 
working day for a truck to pick up one load of coffee. 

Through cooperation between the association and the 
major carrier of Colombian coffee into the port, a sys- 
tem was inaugurated on a trial basis that has since become 
permanent and is apparently working out to the satisfac- 
tion of the shipping company as well as the receivers of 
coffee. This is the “telephone appointment system” now 
being used on two North River piers. Its operation ts 
simple. A receiver wishing to take delivery on the follow- 
ing day simply calls the pier and receives an appointment 
His truck arrives at the pier at the stated time and without 
further delay is loaded and dispatched, with the job com- 
pleted in a matter of minutes instead of hours, and was 
the case before the system was put into effect. 

The association is now working on a plan to enlarge 
the scope of the "telephone appointment system” to in- 
clude all carriers of green coffee into the port. Several 
of the lines have already indicated a willingness to go 
along with this idea and it is felt that when the benefits 
are explained, all will be more than agreeable. It is ob 
viously a matter that should receive utmost priority, 


time for teamwork 


(Continued from page 74) 





healthier and more stable one than it is today 

Here in this country more money must be invested in 
cottee promotion. In 1954, we were given reason to ex 
pect that the contribution from the Pan-American Coffee 
Bureau nations would be raised from 10¢ to 25¢ per bag 
Since then, there has been much talk but very little ef- 
fective action on the increase. With the steady decline 
in dollar value and the increased competition from other 
beverages in the United States, an assessment of $1 per 
bag would be more realistic. 

Meanwhile, much could be enterprised in European 
countries to increase coffee consumption, and the pro- 
ducing countries themselves have very low coffee con 
sumption figures. 

The solution to the current coffee problem and_ the 
future of the industry does not lie solely with the con 
sumer, coffee merchandising or the Coffee Study Group 
Our total objectives can best be attained through greater 
cooperation among the industry's individual firms. Now 
is the “Time for Teamwork!” 
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see more coffee through Portland in ’59 








By THOMAS P. GUERIN, General Manager 
The Commission of Public Docks 
Portland, Oregon 


Oregon will need an extra 8,000,000 cups of coffee 
in 1959—it’s going to have a big birthday party. This 
year is Oregon's 100th anniversary as a state, and there's 
to be quite a celebration. Beginning June 10th and continu- 
ing for 100 days, Portland will feature a Centennial Expo- 
sition and International Trade 
Fair. It is estimated that at 
least 8,000,000 people will 
visit Oregon during the ob- 
servance. 

Coffee will play a big part 
in the birthday party. The im- 
ports will rise to meet the de- 
sales 
and the Port- 
land waterfront will be bustl- 


mands of the visitors, 


will increase 
ing with longshoremen  ex- 

perienced in unloading the 

fragrant bags of coffee from 

the holds of ships. Coffee has long been one of Portland's 
top general cargo imports, and there is seldom a day when 
the warehouses of The Commission of Public Docks do not 
have bags of fresh coffee beans stacked high along the 
aisles. 

Coffee imports are an important part of the economy 
of the region. The city’s natural deep-water harbor, long 
a major port of call for ships of all nations of the world, 
has attracted the import of coffee and the subsequent growth 
of the industry in Portland. Several large coffee roasting 
and distributing firms are located in Portland, and from 
here coffee is distributed throughout Oregon, Washington, 
Utah, Montana, Idaho and Alaska. 

The coffee-laden vessels that call here have helped make 
Portland the leading dry cargo port on the Pacific Coast. 
The Portland's harbor, 
equipped to handle any type of cargo, are among the finest 
The import of coffee amounts to 


new and improved facilities of 
to be found anywhere.. 
around 16,000 tons each year, arriving from more than 18 
countries. Brazil, Guatemala and Mexico lead the list in 
imports. 

The Commission of Public Docks, Portland’s harbor au- 
thority, operates 75 of the port's general cargo facilities 
Terminals No. 1 and 2 receive most of the coffee that comes 
into Portland. These terminals have been nearly complete- 
ly renovated since 1954, when Portland’s voters authorized 
the Commission to launch a $6,500,000 modernization and 
1946, Portland has added 


improvement program. Since 
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six new general cargo berths to its harbor facilities, part of 
a $22,000,000 port development program of the private 
and public terminals. Coffee is brought to Portland by 
many of the 54 steamship lines that serve the harbor, among 
the largest of them Moore-McCormack, bringing coffee 
beans from South America, and Neddlloyd, bringing our 
African coftee. 

When Portland's visitors sit down for coffee next year, 
whether it be in the large International Cafe at the Expo- 
sition grounds, or in one of Portland’s fine restaurants, they 
will be attending the first international trade fair ever held 
on the Pacific Coast of the United States. Approximately 30 
nations are to participate in the fair—among them some of 
the world’s leading coffee producing nations who will most 
certainly take the opportunity to promote their coffee trade. 
The 65-acre site which will house the Exposition and Trade 
Fair will have, besides the foreign exhibits, displays of the 
electronics, transportation, tim 
Additional activities in- 


region's leading industries 
ber and agriculture, among others. 
clude performances by some of the world’s leading artist's 
and spectacular water shows on the Columbia River. 
Portland will continue to need more coffee throughout 
the coming years as the region is the fastest growing area in 
the nation. Between 1950-57 the population increase in the 
Northwest amounted to 21%, 
increase of only 13%. Portland presently has a metropoli- 
tan area of over 800,000 population and is predicted to be- 


compared with the national 


come the largest metropolitan area in the Northwest by 
1975. That calls for more coffee. 

Among the Portland firms presently engaged in coffec 
roasting and distribution are J. A. Folger & Co., Boyd Cof 
fee Co., Defiance Tea & Coffee Co., McCormick & Co., 
Inc., (Shilling Division), Tucker-Emmrich Co., Wadhams 
& Co., Dwight Edwards Co., and General Grocery Co. In 
addition, there are a number of wholesalers and coffee re- 
tailers. 

Considering the people engaged in Portland's coffee pro 
ducing industry, from the longshoremen who unload the 
beans to the truck drivers who deliver it to the plants, and 
the many people engaged in producing the final blend and 
handling its distribution, coffee is one of the city’s most im 
portant single industries. 

Oregon invites you to take a coffee break here in 1959 
and visit one of the busiest ports in the nation, one of the 
Coast's leading coffee centers, and the West's first inter- 


national trade fair. 
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26% gain in green coffee through Los Angeles 





By KERMIT R. SADLER, Traffic Manager 


Coffee imports through the Port of Los Angeles hit an 
all-time peak in our fiscal 1958, ending June 30th. Dur- 
ing this 12-month period, 35,858 tons of green coffee 
crossed the wharves of the harbor, compared to 28,428 
tons in the previous year—a gain ot 26%. 

This record is especially 
noteworthy because of the 
decline in total U.S. imports 
in the January-August peri 
od of this year 

Local coffee 
which are importing coffee 
through Los Angeles Har 
bor attribute their favorable 
position to the steady rise in 


companies 


population and the strong 
economic position of the 
area 

One of the most reveal- 
ing indications of the continual growth in the number of 
coffee drinkers in Southern California came recently from 
the U. S. The Bureau estimates 


Bureau of the Census. 


Port of Los Angeles 


that from April Ist, 1958, California's population in- 
creased by 3,751,000 persons. On the basis of these esti- 
mates, California has accounted for 17% of the nation’s 
total population increase, and the southern half of the 
state for 13% of it. A further breakdown shows that the 
Los Angeles Metropolitan Area (Los Angeles and Orange 
Counties) can claim 90 and Los Angeles County alone 
nearly 7.7% of the total U.S. gain. 

Perhaps more surprising is the fact that in total popu- 
lation Los Angeles County is now exceeded by only seven 
states: New York, California, Pennsylvania,  IIlinois, 
Texas, Ohio and Michigan. 

If we add to this huge potential market of coffee 
drinkers three basic economic factors, it is easy to under- 
stand why the coffee industry in this area—processors, 
wholesalers and retailers—can report a good year and 
express optimism about the future. 

According to the latest Survey of Buying Power, pub- 
lished by Sales Management, the “effective buying in- 
come” of Los Angeles County is second only to New York 
City (which takes in five counties )—$12,517,371,000. Re- 


(Continued on page 111) 
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*Direct or with transshipment 


San Francisco 
Transpacific Transportation Co. 
351 California Street 
Vancouver 
Dingwall, Cotts & Co., Ltd. 
802 West Hastings Street 








NEDLLOYD LINE 








104 


OFFEE s 


TEA INDUSTRIES 





How green coffee travels piggyback. Left: Unloading coffee from 
a ship at New Orleans into piggyback trailers. Center: The trailers 
on flatcars, arriving in Chicago. Right: Unloading the coffee from 


the trailers at a modern coffee roasting plant in Chicago. Last July, 
rates on green coffee from New Orleans to Chicago were cut to 
meet truck competition. 


changes in railroad transportation of coffee 





By DAN LYONS, Illinois Central Railroad 


Piggyback is growing up quite rapidly and, like any- 
thing young, we intend to tailor-make this service and 
develop its character so that it will better meet the require- 
ments of the coffee industry and our many other friends. 
When this service was inaugurated a couple of years ago, 
it was really on a primitive basis, operating from Chi- 
cago, Ill., to Memphis, Tenn., and since that time this 
service has been expanded on nine different occasions to 
such destinations as New Orleans, Shreveport and Mon- 
roe, La.; St. Louis, Mo.; Jackson, Miss.; and Birmingham, 
Ala. 

It is so flexible that it goes right out to the ships un- 
loading coffee at the docks and takes its precious cargo to 
any of the destinations to which this service is available. 

In April, 1958, the Illinois Central began interchanging 
trailer-on-flat car shipments with the southwestern rail- 
roads’ southbound movements of chemicals and _ food- 
stuffs and northbound movements of paper. These are but 
a few lines which have been diverted away from the high- 
way. 

A greater competition has built up as a result of this 
interline service. Thus, to handle the increased number of 
trailers now needed, 40 box cars are being converted into 
flat cars in our car shops at Centralia, II]. We learned 
the economy of using older cars as converted piggyback 
cars from an earlier conversion of 20 such box cars into 
50-foot flat cars, and this gradual expansion of piggyback 
operations is paying off. Our president, Wayne Johns- 
ton, in a recent monthly message to key personnel said, 
“If current efforts to provide attractive service prove popu- 
lar, and we expect it shall, the Illinois Central expects 
to reach a million dollars in annual piggyback income in 
1959.” 

In July, 1958, the rates on green coffee were reduced 
from New Orleans to Chicago to meet truck competition. 
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These rates are based on minimum 30,000 Ibs., 77¢, and 
50,000 Ibs., 72¢, in piggyback movement. There was also 
published a rate of 65¢ at a minimum of 60,000 Ibs. which 
local roasters are using to a greater extent, where they 
are track located. 

There is presently being considered a revision on roaster 
and instant coffee rates from the South to southern 
S.F.A. and W.T.L. destinations. The southwestern and 
S.F.A. carriers will hold a special meeting concerning this 
matter in December, after which the other interested asso 
ciations will have an opportunity to consider the propo 
sition. 

On November 10th, our piggyback service reached out 
west to the Missouri River cities of Omaha, Nebraska, 
and Sioux City, Iowa. The initial service is from and 
to Chicago and St. Louis with early second morning de- 
liveries between these points andithe Missouri River cities. 
These services were further expanded on November 17th. 
New east-west piggyback services now include interline 
shipments originating in the eastern states to points be- 
yond Omaha on traffic destined to Union Pacific destin- 
ations in Nebraska, Colorado and Wyoming. The Illinois 
Central made available to freight forwarders and other 
private carriers flat cars and trailers for movement be 
tween Chicago and Pacific Coast points. 

Rail carriers have published, effective December 24th 
1958, trailer-on-flat car rates on green coffee from New 
Orleans, Houston and Galveston to Omaha. We recently 
sponsored some carload rate adjustments on green coffee 
which are to the advantage of coffee roasters located in 
the St. Paul-Minneapolis area. Likewise, a recent carload 
rate adjustment was made from New Orleans to Denver, 
which was very beneficial to the roaster who requested 
us to make the adjustment. Certain other revised rates 

(Continued on page 137) 
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fine beverage is everybody's business 


(Continued from page 49) 





the past year has objective analysis of the beverage been 
used as an educational tool, as well as a sales weapon, by 
the coffee roaster. Although the idea was present earlier, 
reality became possibly through the development of a 
coffee hydrometer, to be used with a brewing control 
chart. This tool can be applied effectively by the roaster 
and by the public feeder. Its use is in its infancy. 

Here is another opportunity to push better brewing 
on another front. The Coffee Brewing Institute’s service 
program and field people are doing everything possible 
within the limits of staff and funds, but this is not enough. 
As an educational and promotional weapon, beverage 
analysis must be given wide industry support. 

To be completeiry effective in winning the consumer, 
much more information than ts at hand is required. Al- 
though The Coffee Brewing Institute has concentrated its 
efforts on beverage preparation, it has made also some 
attempt to learn more about the equipment in which 
coffee is prepared, about water, which is a neglected in- 
gredient, and about coffee itself 

It may be said without fear of rebuttal that manufac 
turers of brewing equipment know how to make equip 
ment, but they do not know very much about the product 


their equipment produces. The design of brewing equip 


ment that will yield the beverage which modern coffees 
can give is still only a fervent desire. 

The coffee industry should, and must, take a more 
positive attitude toward equipment, because faulty and 
improper equipment is one of the weakest points in the 
battle front. 

Space does not permit a complete development of the 
thesis that fine beverage is everybody's business. The in- 
dustry must have more information about water to assist 
the water-conditioning industry with proper treatment of 
water intended for use in coffee preparation. It must have 
more information about sanitation to assist the chemical 
industry in its efforts to maintain brewing equipment in 
such a condition that unacceptable beverages will be 
eliminated. 

Although some advances in the roasting, grinding and 
general handling of coffee within the roasting plant have 
been made, much still is to be learned. In these aspects, 
in which a major segment of the industry is involved, a 
freer exchange of information and publication of such in- 
formation would be of inestimable value! The coffee in- 
dustry should look around to learn what has been accom- 
plished by industries such as chemical, electronics, meat, 
vegetable, fruit and others through publication of inform- 


ation. In this case, it 1s not true that he who runs alone, 


runs fastest 

Those who handle green coffee and who have no other 
contact with it except as consumers are also links in the 
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% A Coffee Convention “Fact-Reference” Feature: 


Transportation 


trends in ocean shipping of coffee 





By CHARLES H. BEYTS, Moore-McCormack Lines, Inc. 


The shipping industry adopts itself to the needs and 
requirements of the cargoes it carries. In a one commodity 
trade, the demands are naturally less rigorous, and vessels 
which are built as ore carriers, or tankers, are not called 
upon to do the seemingly endless tasks of the general 
cargo ship. 

In the coffee producing 
areas which we serve, name- 
ly East Coast of South 
America and south and east 
coast of Africa, constant 
thought and planning is im- 
perative to keep pace with 
the changing times. This 
planning must be serious 
and deep, for the thoughts 
of the present only become 
realities several years later, 
and inaccuracy is costly. 

We realize that this short article should concern itself 
mostly with coffee, but coffee is just one of the varied 
commodities which vessels from South America and 
Africa are called upon to carry, and it is not possible to 
write of trends in shipping without somehow mention- 
ing the varied problems presented to the shipping people 
who serve the coffee trade. 

All of us realize that coffee is king of the exports from 
Brazil, yet no ocean carrier could contemplate running a 
service entirely for coffee. The trials and tribulations and 
the joys of the coffee trade are too uncertain to permit the 
assignment of vessels to coffee alone. Therefore, ships are 
required to perform many tasks. A typical voyage north 
from South America for a present day freighter would 
involve approximately the following calls and cargoes: 
Buenos Aires for wool, quebracho, bones, fresh fruit (re- 
frigerated), cured meats (refrigerated), casein, birdseed, 
canned meats, etc.; Montevideo for wool and canned 
meats; Paranagua, Santos, Angra dos Reis and Rio de 
Janeiro chiefly for coffee; Ilheus and/or Bahia for cocoa, 
bulk vegetable oils, wax, castorseed, piassava. A second 
vessel would duplicate the above voyage, with the ex- 
ception of calling at Recife or Fortaleza instead of Bahia 
or Ilheus. A third vessel would proceed direct to the 
United States after sailing from Rio de Janeiro. 

To carry the cargoes from such ports successfully, you 
must possess vessels that are all things to all people, and 
that is quite a problem. Some ships do not have reefer 
space, while others have too much for this particular trade, 
and the trend is to incorporate some such space in all of 
our vessels to provide a reefer service on a continuous 
basis rather than to have a vessel on berth offering no 
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reefer space at a time when exporters are anxious to ship. 

We mentioned earlier that the shipping industry adapts 
itself to the needs and requirements of cargoes. Addi- 
tionally, carriers must also note the economic and govern- 
mental trends of the countries they serve. Not too long 
ago, Brazil exported large quantities of castorseed. This 
cargo was carried in burlap bags and stowed in one of 
the regular holds of the vessel. The desire and striving 
of the Brazilian people to increase their home industries, 
raise their standard of living and secure greater financial 
returns led to the erection of local crushing plants in vari- 
ous sections, and now much of the oil bearing seeds which 
formerly moved to the United States in bags is crushed 
in Brazil and exported as bulk oil. What did this mean 
to shipping people? It meant the creation of thousands of 
cubic feet of unused space formerly occupied by the 
bagged oil seeds. It further meant the necessity of af- 
fording other means to the exporter for shipping his oil, 
and so deep tanks, already included as part of the vessels’ 
structure, had to be prepared for the carriage of the oil, 
formerly seed. As time passed, the process of many of 
these oils was carried on to a higher degree of refining 
and as the oils became more delicate in color, the deep 
tanks into which the oils were loaded required most ex- 
acting preparation to insure perfect outturn at port of 
discharge. From a good clean steel tank, we find that 
it has been necessary and expedient to follow the trend 
of the oils to greater perfection by correspondingly per- 
fecting the deep tanks. Plastic coatings of the tanks, 
stainless steel tanks and rivetless tanks are only a few of 
the advances, and continuing research for better means to 
service the trades are the thoughts uppermost in the 
minds of the steamship companies. 

Carrying of coffee in these days is a tremendous re- 
sponsibility. We heard it said recently that every bag of 
coffee in transit to the United States is a risk to the 
owner. The sooner the coffee arrives at destination, the 
better. Any coffee shipments which require lengthy tran- 
sit times may find themselves competing on arrival in the 
U. S. with shipments which left Brazil or Africa on a fast 
vessel at a later date and a lower price. It is a difficult 
position for an owner of coffee to be placed in, and con- 
sequently shippers and receivers alike consider very care- 
fully where each bag of coffee is loaded. 

At one time not so long ago, Santos—as far as Brazil 
is concerned—was THE coffee port, and had little compe- 
tition from other Brazilian ports. True there was Paran- 
agua, Rio and Angra dos Reis, but the loadings at these 
ports did not approximate those of Santos, and naturally 
vessels were scheduled to these ports rather sparingly and 

(Continued on page 129) 
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automation in coffee plants 


(Continued from page 94) 





3. Reduces costs of green coffee handling. 

4. Assures accurate control in execution of blend. 
CASE TWO—GREEN COFFEE 

Type of Process: Multi-story, three batch roasters, multi- 

blend 


Problem: To include in a plant re-setting job a system 
which will automatically deliver to any of three roasters a 
batch of coffee containing accurately proportioned straight 
cotfees required in each blend. 


So!ution: Installation of straight coffee storage bins, a 
suspension scale hopper, and a master console which con- 
trols blending and delivery to roasters. 


Operation: The operator sets on the master console the 
number of pounds for each bin from which he wishes to 


draw a blend component. He pushes a button which di- 


rects, by means of gate settings, the flow of the batch to 
the desired roaster feed hopper. He then pushes the master 
button which sets the system in motion. Solenoids actuate 
air gates on the discharges of each successive bin contribu- 
entire batch is in the scale 


the blend—until the 


The batch is then automatically released and con- 


ting to 
hopper 
veyed to the appropriate roaster. 


Benefits: The same as in Case One. 


CASE THREE—GREEN COFFEE 
Types of Process: One-story, continuous roasters, single 
blend. 
Probem: To provide as part of a new plant a system 
which would insure a constant supply of uniformly blended 
coffec in the continuous roaster feed bins. 


Solution: Installation of 
bins, with sufficient capacity for a full day's roasting; a 
volumetric feeding system; continuous mixer conveyors ; and 
bin level actuators in the roaster feed bins. 


straight green coffee storage 


Operation: As the level of coffee ‘n the roaster feed bin 
is drawn down, a mechanism automatically energizes the 
volumetric feeders on the straight coffee storage bins. Each 
feeder is set to draw out of its bin the correct proportion 
of that coffee called for in the blend. The various coffees 
discharge simultaneously into a special conveyor which 
mixes as it carries the coffee to the elevators feeding the 
roaster bins. When the latter bins near full, the 
blending system automatically shuts off. 


feed 
Same as above maximum uniformity of blend- 


Benefits: 
ing and mixing on a continuous basis. 


CASE FOUR—ROASTING, COOLING AND 
STONING 


Type of Process: One-story, one blend. 

Problem: To take 18-20,000 Ibs./hour of green coffee 
and deliver uniformly roasted coffee to granulator feed 
bins—-with a minimum of labor. 


(Continued on page 143) 
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technology cuts coffee can costs 





By EDWARD K. WALSH, Manager 
Product Marketing Division 
Canco Division, Americ:n Can Co. 


The advance of modern technology is helping keep 
costs down in the coffee industry. 

The most recent development in this area is the Ameri- 
can Can Co.'s announcement that on January 1 t, 1959, 
it put into effect new pricing policies concerning metal 
containers. This 
tainly will have a marked ef- 
fect on the coffee industry 


most cer- 


and mean savings to many 
Canco coffee customers. 

The new method of pric- 
ing involves passing on to 
most of Canco’s can-using 
customers more than $9,- 
000,000 in savings achieved 
through our coil processing 
program and new pricing 
policies that include the es- 
tablishment of 
f.o.b. prices at each of our plants for each type and style 
of can. 

Establishment of f.o.b, pricing means the elimination 
of the method of averaging can prices over broad geo- 
graphic areas, a long standing practice of the can-making 
industry, but one that we believe has outlived its useful- 
ness. The new prices will reflect to customers the freight- 
cost advantages of their nearness to the steel mills. 

Behind the savings to be passed on to customers is the 
processing program, implemented by eight coil 
Canco now purchases 


separate 


coil 
centers throughout the nation. 
85% of its can-making plate from the steel mills in 
huge continuous coils, and shears the plate into can-- 
making size in its own plants. The shearing formally 
was done in the mills. 

The coil program, already highly successful, is only one 
phase of the can-making industry's technological advance- 
ment for the betterment of its customers, and indirectly, 
the consuming public. 

Ever since the can-making industry came into its own 
in the early 1900's there has been a constant parade of 
technological advances that have served to produce better 
cans at higher speeds and lower costs. 

Perfection of the modern open-top sanitary can shortly 
after the turn of the century stands out as one of the 
Pro- 


greatest developments in the container industry. 
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duction of this can and subsequent research on it led to 
the development of similar containers for many different 
uses. One, of course, was for coffee. 

Through the years, can-making technology has raised 
the rate of can production to speeds up to 450 cans per 
minute, as opposed to the 60 cans per minute turned 
out before the open-top can came into being. An interest- 
ing fact is that had it not been for the economies that have 
been made, a can that costs three and a half cents today 
might well have cost 15¢ if still made by the same pro- 


cesses used in earlier years. 


Modern materials handling 


Modern methods of materials handling, developed and 
introduced in coffee plants as well as factories of other 
can-using industries, have kept pace with improvements 
in containers and have gone a long way toward aiding the 
coffee industry in the more efficient deployment of its 
personnel and in increased efficiency in processing coffee 
from the bean to the canned and cartoned product ready 
for market. This, in short, adds up to holding the line 
on prices throughout the industry. 

Canco has made major contributions in the development 
of bulk palletization, carton unloading and vacuum- 
closing machines. 

Bulk palletization provides an entirely new system of 
safely transporting large numbers of loose cans from can 
plant to roaster. The carton unloader, used 
with can unscramblers, feeds coffee cans to filling lines 
at rates up to 450 cans a minute. 

Though the industry is pretty much in agreement that 
the vacuum-sealed can is the ideal container and as close 
as possible to being perfect in its construction, scientists, 
engineers and designers continually work on the can’s size 
and appearance, the manner in which it is filled, shipped 
and handled, and all other aspects of its production. 

Beyond this lies Canco’s awareness of slight changes in 
different 


automatic 


the market and increased demand in areas 
Much of this is based on our study of the coffee market 
late in 1957. This study indicated that nationwide coffee 
consumption would hit 2,534 million pounds in 1960, 
It also showed us that in 1960 
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17% more than in 1955. 
(Continued on page 
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what price coffee? 
- - « prediction by formula 
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turn, implies a price decrease of 30%. 
calculations are for calendar years 
of comparison with our other results, we translated them to 
rop-year periods calculations then indicate an ex- 


pected 1958/59 price near 35¢ FOB for Santos, remarkably 


Our 


close to the value figured from the Foreign Agr:culture 
study 

Thirty-five cents FOB is still about 10 under current 
Santos quotations FOB. Still, if this forecast were meaning- 
ful, one might think it would not be too difficult to preserve 
However, the price forecast represents an 
well over 40¢ 


urrent values 


expected 12 month average Prices were 
They would have to be under 30¢ 
some time thereafter if the 1958/59 forecast is to be cor- 
re Our estimate, utilizing Mr. Daly's work, is that the 
average FOB price for Santos 4's in the 1959 calendar year 
would be Projections for 1959/60 season 


would indicate a still lower price based on present supply 


FOB early in the season, 


close to 41¢ 


forecasts for that period 
Even so, except in the practially unthinkable event that all 
supplies will be freely exported, these price forecasts are a 
bit higher than might have been ‘guess-timated” on other 
grounds. They do not compare unfavorably with equiva- 
Many of these contracts now 


lents on distant futures today 
imply FOB values for Santos 4 for under 30¢, and_ the 


Mr. Laly’s pr-ce 


However, for the sake 


new December 1959 B contract has recently traded at the 
equivalent of 25¢ FOB. These could prove to be modest 
values if producers other than Brazil are able to make a 
significant contribution to price stabilization. 

The statistical work upon which this article is based was 
performed by the individuals mentioned earlier. Any credit 
therefore is due them. On the other hand, any errors of 
interpretation are entirely the responsibility of the writer. 


cup quality 
. + « key to more consumption 
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lain is preferred. An ideal device would be an automatic 
non-metallic steeping pot or dripolator. I know of no such 
device on the market, but the utensil people could prob- 
ably develop one if they were asked to. 
To summarize, here are three ways to increase coffee 
consumption, 
1. Upgrade restaurant blends 
2. Educate the restaurant operator on the im- 
portance of quality in the cup. 
3. Design a better coffee-maker for the home. 
The delegates to the NCA convention at Boca Raton 
will wrestle with these and other problems. The mem- 
bers of the San Francisco coffee trade wish them every 
success and hope that they will also enjoy the sun and 


the fun. 


It takes beans and banking to fill coffee cups! 
Crocker-Anglo’s International Banking Department, 
directly or through a network of correspondent 

banks in Latin America, works with growers, 

shippers and importers to keep cups full to the brim. 


If you buy or sell in the market places 
of the world, call on Crocker-Anglo— 
C-A has a way with business overseas. 


INTERNATIONAL BANKING DEPARTMENT 
| Sansome Street, San Francisco 20 


Cobforniai Udest National Bank 


MEMBER FEDERAL RESERVE SYSTEM * MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 


COPPER i TEA 
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% A Coffee Convention “Fact-Reference” Feature: Packaging 


coffee can forecast 





By RAYMOND G. FISHER, Vice President, Marketing 


Two plus factors will help to assure the continued 
growth of coffee can shipments. 

First, overall consumption of coffee should continue to 
increase during the next few years because of population 
gains alone. The population 
over 18 years of age will in- 
crease by a little more than 
1% a year for the next two 
years. And, beginning in 
L961, growth of the over-18 
population group will ac- 
celerate, spurred by the high 
birth rate of the 1940's and 
assisted by the trend towards 
greater longevity. 

Secondly, cans are expect- 
ed to continue to increase 
their share of the ground 
coffee market. By 1957, cans were used to pack over 
53% of total ground coffee compared with slightly less 
than 509 in 1955. This enabled coffee can shipments to 
increase, even though the growing popularity of soluble 
coffee prevented any growth in the total ground coffee 
market. 

Shipments of about 950,000,000 coffee cans by the can 
industry in 1958 were nearly 4% ahead of the 1957 level. 
The year 1957, in turn, found industry shipments of 
coffee cans rose approximately 2% over the previous year. 

In 1959, a combination of market growth and the need 
for some inventory replenishment should result in an in- 
dustry can shipment growth of about 2%. For 1960 and 
1961, the trend of canned coffee demand implies a rise 
of about 1% each year. Of course, shipments in any one 
year will be heavily influenced by the price and avail- 
ability of green coffee. Recent coffee price reductions 
should be a spur to canned coffee sales. 

Another favorable factor that may help to influence 
an upward trend in coffee consumption is the heavy pro- 
motion being given to proper brewing methods which, 
of course, stress reduction of the cup-per-pound ratio 
used by consumers in the past few years. Here, we as 
package makers can be of important aid to the coffee in- 
dustry. 

For example, Continental Can is now offering one and 
two pound coffee can ends which carry directions for the 
method of coffee making which applies to the type of 
coffee—drip, percolator and vacuum-packaged in the can. 
Recommended by The Coffee Brewing Institute, the 
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Continental Can Co. 


recipes are attractively lithographed in a stock design 
available in a number of different color backgrounds. 

In the bag field, the same idea has just been introduced 
in a colorful new stock design one-pound coffee package 
by our Flexible Packaging Division. The front and side 
panels of the bag feature a red, white and blue band 
with a steaming cup of coffee and a sales message citing 
the beverage as ‘America’s favorite drink.” The bag’s 
back panel, for the first time on a stock design, is de 
voted to a recipe for “really good coffee.”’ 

Soluble coffee is also continuing to move ahead. In 
volving glass packages as the dominant container, con- 
sumption of soluble increased by nearly 20% in 1957, 
even though the increase in roastings for soluble was held 
to only 6% by inventory adjustments. Further increases, 
but at a decreasing rate, are expected during the forecast 
period. 

Soluble coffee’s share of roastings is forecast to rise 
from nearly 17% in 1957 to about 25% in 1961. Since 
one pound of roasted coffee converted into soluble pro 
duces about 25% more cups of coffee than an equivalent 
quantity of roasted used for regular ground coffee, this 
would mean that almost one-third of all cups of coffee 
drunk in the U. S. will be made from soluble by 1961 
The trend toward soluble, however, may be slowed by 
the current weakness in coffee prices. High coffee prices 
in recent years undoubtedly accelerated the shift to sol- 
uble, which is a lower cost-per-cup product. 


green coffee through Los Angeles 
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tail sales at $8,506,210,000 and food store sales at $2,074, 
818,000 also rank Number 2 in the country, topped only 
by New York City. 

During the port's fiscal 1958, 
to local importers arrived from 28 
there were some shifts in supply sources and both gains 


green coffee consigned 


countries. As usual 


and losses by areas. 

Greatest increase—219 —was chalked up by the grow- 
ers of Central America, Mexico and the Caribbean islands. 
The chief gainers in this upswing were Guatemala, which 
shipped 5,302 tons versus 1,065 tons in 1957; Nicaragua 
1,675 tons versus 309 tons; Canal Zone 1,289 tons versus 
135; Haiti 417 tons. Mexico shipped 


tons versus 67 


(Continued on page 123) 





+ Packaging: A Coffee Convention “Fact-Reference” Feature 


why the coffee pouch 
institutional trade? 


for the 





By ROBERT L. MUSKAT, Vice President 
Triangle Package Machinery Co. 


Good coffee is an integral part of any institutional food 
operation. There are three factors necessary for making 
good coftee 

1. Clean equipment. 

2. Properly roasted and ground coffee in the correct 

amount. 

3. Reasonable pure water in the right quantity. 

It has been said that it is possible to make poor coffee 
in 46 different ways. I think this is 
In order to try to deliver to the consumer a uniformly 
good cup of coffee, the problem has been attacked on the 


an understatement. 


three points outlined above. 

The training of an ever-changing corps of waitresses 
poses an almost insurmountable problem—but this has 
been helped by the simplification of the coffee-making 
Most 


vacuum type of container for making coffee 


use the glass 
If it is dirty, 


process small restaurants today 
it can readily be seen by the proprietor and the situ- 
ation rectified. 

The next step ts the amount of cottee put into the top 
container. This can't be controlled properly unless the 
proprictor makes all the coffee himself. So the small 21 
ounce pouch of coffee made its debut—to control the 
amount of coffee used in each batch. 

The packaging of these small amounts of coffee in 
pouches is done, in most instances, automatically. Gen- 
erally, bleaching Kraft paper with a lacquer film coating 
is used in roll stock form. This coating has a high degree 
of moisture-proofness and does an excellent job of con- 


The 


pouch paper itself can have continuous printing, in which 


taining the free oils of the finely ground coffee. 


case an electric eye is not necessary on the machine to 
effect the proper paper length cut-off. 

When packaging the 12 and 16 ounce sizes, a double 
wall bag is used, the outer wall being pouch and the 
inner wall being vinyl coated glassine. 

The packaging machines available for this type of 
operation are either equipped with net weight scales or 
volumetric filling heads. 

If the 


pouc hes 


roaster is going to concentrate on the small 
214 to 4 ounce sizes—then the volumetric fill- 
ing head is generally acceptable. However, this type of 
filling cannot compare with the accuracy possible by using 
exact to plus or minus 1/32nd of an 
technology problems, such as food formulation snd pro- 


net weight scales 


ie: 


COPREE “a TERA 


ounce. The scales have an additional advantage in that 
they do not concern themselves with the different densi- 
ties of the various grinds. When running different grinds 
on a volumetric filling head, it is necessary to check the 
amount measured very carefully. 

Speeds on automatic bag makers, fillers and sealers run 
up to 60 per minute, depending on the machine and the 
type of filling equipment. In recent years, there has been 
a definite swing toward the 8, 12 and 16 ounce pouch 
for the urns in use in the larger institutions. When a 
roaster goes into this type of business as a potential, 
then he must go to net weight scales in order to guarantee 
accurate weights to his customers. 

The pouch in the coffee industry has followed the 
population growth geographically. It started on the East 
Coast with the Middle Atlantic States, then New England 
and the East North Central group of states. Today, with 
the tremendous growth of the West Coast, I suspect 
the next major breakthrough will be in that area. 

The advantages of the pouch are two-fold: first, the 
customer gets fresh coffee, since it is not opened until 
it is needed, and then all of it is used immediately; 
secondly, the quality of the finished cup of coffee is more 
closely controlled. 

Coffee merchandising in this form is still a local affair. 
In most instances, the local roaster has a great deal to 
offer the institution—quality and service with frequent 
deliveries of fresh merchandise. 


Robert W. Batey joins Snell organization; 


background in soluble coffee, other foods 


Robert W. Batey has joined Foster D. Snell, Inc., New 
York City, as director of food technology. 

Before going with the research and consultant organiza- 
tion, Mr. Batey was head of process control for Tenco, Inc. 

He has a background of research, development, quality 
control and production in many food fields, in addition to 
soluble coffee. 

His research experience came as a development enginecr 
and section leader in several large food research labora- 
tories. He gained his production experience as a plant 
technical director and chief process engineer. 

At Foster D, Snell, he is responsible for work in food 
technology problems. 
INDUSTRIES The Flavor Field 


and 





fine beverage is everybody's business 
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chain. They selfishly could profit from increased know- 
ledge about green coffee. They also share a responsibility 
to the industry of which they are a part to support in- 
dustry activity that bears directly on the consumer. In- 
terest in the price of beans is not enough; they must have 
and actively seek more information about bean quality and 
grading characteristics, if coffee is to continue success- 
fully. 

The growers, in spite of their concern over mounting 
surpluses and overproduction, have been engaged in a 
quest for more knowledge about the production of the 
coffee beans that eventually find their way to the con- 
sumer as beverage. Evidence of their activity—and what 
is perhaps as important as activity, their willingness to 
spread information as they get it—was shown in a recent 
issue of this magazine. The CoFFEE & TEA INDUSTRIES 
issue devoted to the technology of green coffee production 
was outstanding. In spite of this fine effort, the grower 
is a long way from most consumers. He must follow 
more closely the work that is being done with his product 
and develop a closer cooperation with the roaster, brewer 
and equipment manufacturer, because his welfare is at 
stake. He must know whether the results of his research 
are useful under the conditions that prevail in consuming 
countries. What good are results from the development 
of high-yielding disease-free crops in over-supply, if 
something may at the same time cause an unwanted change 


in flavor? 

The price of coffee will always go up and down, there 
will always be periods of abundance and shortage, but no 
matter what conditions at the moment may be, the only 
way to win the battle for the consumer is through in- 
formation about coffee, translation of that information 
into practical utility, and education of the consumer 


the potential new look in coffee 
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remain with us, and by preparation we are not limiting 
the term to the mere physical matter of combining so 
much boiling water with so much coffee. Preparation, 
as we see it, starts way back with the selection of varieties 
for blending purposes, proceeds through proper roasting, 
correct grinding and the intelligent use of properly de 
signed equipment for brewing purposes. 

Each of these factors should be investigated by the In- 
stitute. It is confidently felt that the results of these 
studies will not only have a definite bearing on process- 
ing methods but will most certainly influence merchan- 
dising of the product. What has been mentioned is not 
in the realm of the never, never land. It is on the way. 
Some of it has already arrived and is here for the asking. 

The new concept to which we alluded in the opening 
paragraphs of this article is coming to life. I 5 develop- 
ment can be hastened and broadened, its usefulness en- 
hanced by the support and cooperation of every element 
of the trade. 
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prices . . . and consumption 





By FLORIANO PECANHA DOS SANTOS, President 


The most impressive news that came to us from the 


United States, in the first days of December, was that 
of a reduction in roasted coffee prices to consumers of 
nothing less than 6¢ per pound. This indicates that the 
price for green coffee has gone down to its lowest level 
in recent times 

It may be that 
is the market, and a conse- 


said this 
quence of the law of supply 
and Undoubtedly 
it is so. We are in a period 
and 


demand. 


of over - production, 
prices tend forcibly down- 
wards 

However, it must be re- 
membered that the produc- 
ing countries in our hemi- 
sphere are making a great 
effort in the direction of an 
attempt to stabilize quotations, by reducing the supply 
to the level of consumption. This is the sense of the 
Pan-American Coffee Agreement, which unfortunately 
is not a world instrument, but only a regional one. 

One may say, however, that if colonial producers had 
taken part in the agreement, this would not have changed 
its meaning much, as the retention quotas provided for 
them were minimal 

What assured the stability of the market in times of 
oversupply was the combined action of Brazil and Col- 
ombia. These two countries are carrying out loyally what 
they have agreed to. 

The withdrawal by Brazil of 40% of its 
1958/59 crop is a sacrifice which our country made only 
once before, at the time of the over-production that fol- 
lowed the collapse of 1929. We are repeating the 1930 
period. And exactly as in that period, prices feel the 
pressure of the great stocks withdrawn from the market 
by the government, but which remain a potential menace 
and make importers restrict themselves to purchases from 


P resent 


hand to mouth. 

I would like to point out that the reaction of the 
public is at present one of absolute silence, in contrast 
with that of a few years ago, when there was a scarcity of 
coffee, when production was not up to consumption, and 
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Centro do Comercia de Cafe 
Rio de Janeiro 


when prices rose. There is now no demagogism, no 1n- 
vestigations. 

Only a few men of responsibility, especially in the im- 
port and roasting trade, in the United States, request at- 
tention by the Washington government to the dreadful 
consequences that this dev elopment may have on the econ- 
omy of eight countries on our continent which have 
their exports based on coffee. 

We in Latin America do recognize, and are thankful 
for, this generous initiative by our customers in the 
United States. They know what a fall of one cent per 
pound means to the eight countries, among them Brazil. 
This makes a tremendous loss in the balance of payments. 
From a practical point of view, it is much better to sell 
our coffee at a just and adequate price than to have our 
balance of payments set in equilibrium by means of loans. 
Besides their depressive effect, these must be paid one 
day, thus aggravating the situation in the future. 

The situation is such that either our American friends 
help us a little more, or our stability will be in danger. 
This argument is not intended to exert any pressure. We 
are far from intending to evoke here the menace of social 
uneasiness, or to be so childish as to study the possibilities 
of exports to the so-called Iron Curtain countries. 

Brazilian farmers and we, Brazilian coffee exporters, 
very much prefer that the 180,000,000 inhabitants of the 
United States buy more coffee from us and pay for it at 
just prices. This market is worth much more than the pop- 
ulous Communist countries, which we all know do not 
drink coffee, because they produce tea and prefer to keep 
to their traditional beverage. 

It is also known that coffee consumption is, in a general 
way, not very elastic. But we also know that price has 
a certain influence on consumption, because the Ameri- 
can housewife is very conscious of her pennies and will 
buy this product, a very popular one, in larger quantities 
once prices are low. 

The American coffee industry has as much interest as 
producing countries in the increase of consumption. And 
the present prices are excellent for an offensive in this 
direction. 

I would like that our friends at the 1959 convention 

(Continued on page 139) 
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the growth of coffee vending 
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sold 1,353,000,000 cups of coffee in the year 1957. 

There are approximately 6,100 vending operators of 
record at this writing. A recent survey showed that the 
buying plans of the majority of these operators placed 
cottee vending machines first on their list. 

At the recent National Automatic Merchandising Asso- 
ciation convention, there were 16 different manufacturers 
displaying coffee vending machines of various types, fresh 
brew, powder and liquid. Sizes varied from counter 
models of single cup delivery to large thousand-cup-capa- 
city floor models. 

A practically untouched market has recently been open- 
ed by the small office type fresh brew coffee vendor, Its 
potential will undoubtedly prove to be equal to that 
which is already being served. 

The vending operator has found coffee vending to be 
the most profitable segment of his business. 

The in-plant feeder realizes that automatic coffee dis 
pensing around the clock is a necessary adjunct to his 
business. 

The bottler of soft drinks knows that the natural com- 
panion piece for his bottle vendors is the hot coffee vend- 
ing machine. 

Automation is here. It is now an accepted way of life. 
The 


Long strides are being 


Along with it, automatic coffee vending has matured 
creeping stage is in the past. 
taken today. The future of coffee sales through automatic 
vending machines appears to be practically unlimited. 


can you get into coffee vending? 
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ties also. We feel all machines will go to this method of 
handling cream sooner or later. 

Very good mechanical improvements have been made 
on most machines. These, with easier and less time con- 
suming methods, have cut servicing costs in an area where 
there has been a constant source of concern on profit 
possibilities. New machine designs have enhanced the 
merchandising appeal of the equipment, helped create 
more consumer confidence and produce greater sales. 

How far along are we towards the saturation point in 
coffee vending sales? 

We have given this question most careful consideration 
in planning our expansion program. It is our conservative 
opinion that as high as 40% of our sales, in the next 
very few years, could be in fresh coffee vending, pro- 
viding we continue our role of leadership in promoting 
this type of coffee service and in continuing and acceler- 
ating our educational program in areas such as our own 
employees, the vending operators and last and possibly 
most important, the location management. 

Our own progress shows sales through vending now at 
approximately 20% of our present volume. According to 
many reports we have received, however, it is indicated 
that we are much further advanced in this field than 
most other sections of the country 

To the comparatively smaller roasters around the 
country, who have been slow to get into this field, we feel 
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coffee in a surplus economy 





By ARTURO GOMEZ-JARAMILLO, General Manager 


National Federation of Coffee Growers of Colombia 


Overproduction of coffee is nothing new. We have 
been living with it for the past three years. What is new 
is that it cannot be controlled by a single country, as was 
done by Brazil for a time, nor by two countries, as was 
done by Brazil and Colombia for a further period of time. 
Today we need the cooper- 
ation of all producing coun- 
tries and the goodwill of the 
consuming countries 

The coffee industry knows 
exactly what caused over 
production: increased plant 
ing in the coffee-growing re 
gions, better cultivation 
techniques and higher yield 
per tree. And what is being 
done to solve this problem ? 

Not a great deal as yet, but 
what little is being done is 
quite important 

Fourteen months ago, the market felt the first impact 
of overproduction, and seven countries recognized the 


This 


an arrangement without teeth and without machinery to 


problem and signed the Mexico Agreement. was 


guarantee observance. But if it lacked controls, it rested 
instead on a solid foundation of goodwill and it enabled 
these countries to maintain a system of orderly delivery 
of their coffee, protecting the market from violent fluc- 
tuations 

This Agreement had two effects. It stabilized the mar- 
ket, holding the price of Colombian coffee between 50¢ 
and 54¢ in New York, with other coffees priced accord- 
ingly. And it enabled us to buy the time we needed to 
S. State Depart- 
ment and lay the groundwork for the establishment of 


study the coffee situation with the U 
the Washington Coffee Study Group, out of which grew 
the Washington Agreement signed last September 

With this Washington Agreement we bought some 
more time, and the producing countries are using it to 
make a basic reappraisal of the coffee industry, to fix the 
zones in which coffee can be grown rationally and econ- 
omically, and to substitute other crops wherever these 
conditions are not fulfilled. This long-term study should 
be completed by next February, and it will then be pos- 
sible to draw up a general agreement, to be signed by 
all producers, including the Africans, to hold production 
in line with demand and create a situation in which each 
country will know that in future it will have only its pro- 
portional share of the coffee market. 


Such an agreement must be universal, because the prob- 
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lem is common to all coffee growers and is in proportion 
to the interests of each. It would not be fair to expect 
only one or two countries to limit their acreage. All must 
do so in line with a formula to be worked out after a 
detailed study. This effort of the producing countries 
should, if necessary, be fully backed by importation 
arrangements on the part of the big consuming countries, 
and also undoubtedly with measures of financial support 
to establish the substitute crops on land withdrawn from 
cottee. 

The extreme importance of the coffee industry is such 
that it justifies every effort of both producing and con- 
suming countries, not only because of the interests di- 
rectly affected, but also because of the political and social 
stability it maintains. The Latin America 
want nothing more than to remain members and dedicated 
partisans of the Western democratic system. To do this, 
they must have the means to promote their development 
and to continue a steady upward progression of living 
levels, in freedom from catastrophic financial crisis. 


nations of 


promoting coffee in 1959 
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When the Pan-American Coffee Bureau announced the 
stronger-coffee campaign a year ago, the American trade 
press reported that when consumers finally return to 
proper brewing standards, consumption will increase by 
at least 4,700,000 bags. In retrospect, how important 
those 4,700,000 bags would have been in the year just 
past! The affairs of coffee would be much different and 
the coffee-producing countries much stronger politically 
and economically if consumption in the United States 
had risen by only half this much. 

In 1959, we can be sure that increased consumption will 
be even more important than in 1958. As we are able 
to improve our exports, we will be able to bring sta- 
bility and strength to our industry and to plan more hope- 
fully for the future. Yet we realize, in the producing 
countries, that we cannot accomplish this task alone. The 
united effort of everyone in the industry ts necessary if 
we are to have any lasting impact upon the consumer in 
the face of the competition we have from other foods 
and beverages and products. 

Fortunately, we will again be working together in 
1959 in promoting stronger coffee in the United States. 
After all, we have the same objective—to sell more coffee 

and a program which all of us can support. It should 
be a better year. 

The Flavo 
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to prevent heat losses. The use of steam in an extractor 
jacket, particularly where fresh and partially extracted 
coffee is being processed, can result in local overheating 
and carmelization at the vessel walls with resulting over- 
all product quality deterioration. The value of steam 
jacketing is questionable. Hot water can be used in ex- 
tractor jackets more logically, if the sole purpose is to 
prevent heat loss. However, the use of steam jackets to 
increase overall extraction temperatures is not sound. 
Most extract thermometers are located in the lines be- 
tween the extractors. Here they indicate the average of 


the temperatures of the cooler extract in the center of 


the extraction column, which is unaffected by the steam 
jacket, and the temperature of the extract in contact with 
the vessel wall, which is equal to that of the jacket steam. 
Exposing part of the extract to that high temperature will 
reduce product quality. If careful temperature control is 
required, the use of heat exchangers, or simply jacketed 
lengths of pipe between extractors, is preferable. 
Extractor Grounds Discharge. Tip-over extractors 

flanged bottom discharge openings for dumping . . . blow 
down to an outside collecting drum. The latter technique 
is becoming more widely used and is the logical method 
of discharge to be used in any new plant. 


Coffee Pretreatment. Some producers steam the coffee be- 


fore beginning extraction, some add water and some add 
extract. Others begin extraction with no coffee pre- 
treatment. Coffee is charged into the extractors by 
weighed dump truck, by screw conveyor, or directly from 
an overhead grinder. 

Method of Extraction. Extract enters at the bottom of 
each column and exits at the top in most older plants. 
The reverse has considerable to recommend it, and is used 
in some newer installations. 

Length of Cycle. “Cut” to “cut,” from 40 to 90 minutes. 

Pressures. 100-170 psi. Actually, a primary purpose of 
the maintenance of pressure is to prevent the “flashing” 
into steam of the super-heated water and extract in the 
system. As a rule, older extractors were designed to take 
up to 150 psi. However, newer units are rated at about 
175 psi. Above this, the cost of extractors, particularly if 
ASME coded, becomes prohibitive. There have been 
rumors in the trade of high pressure extractors operating 
at as high as 450 psi. It is doubtful that these rumors 
are founded in fact and very doubtful, indeed, that the 
use of such pressures would serve any worthwhile purpose. 

Temperatures. Entering water, 310°-360° F. Exiting ex- 
tract, 140 -180° F. 

Extract Concentration. 28-320¢ coffee solids. Thirty per 
cent is the optimum concentration for spray drying. 

Extract Cooling. As a rule, a plate cooler is used to 
lower the extract temperature to 70°-85° F. following 
clarification. 


Clarification. Filter press and filter aids, centrifuge, bas- 
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100-150 mesh. The latter is the most 


economical and is eminently satisfactory. Centrifugation, 


ket screens of 


or filtration using filter aids, produces a sparkling clear 
extract, but in doing so removes material containing valu- 
able flavor and even aroma constituents from the extract. 
The degree of cloudiness remaining after screening is not 
greater than that found in fresh brewed coffee and leaves 
no sediment in the cup 

Yields. From 28% to as high as 48%. Yields can be in- 
creased by processing under more drastic conditions and, 
within the limitations of the equipment used, can be con- 
trolled over a wide range by the operators. Most quality 
instants are processed at 34-36% yields based on the 
roaster bean weight, but it is a fact that many products 
are now on the market which have been extracted at over 
16%. 
appears to be the saleability of the product on the basis 


10% yields—generally about The limiting factor 
of price rather than any considerations of quality. 
Evaporative Concentration, Where extract is to be drum 
dried, concentration to 40-60% solids may be required 
However, any evaporator will also strip coffee volatiles 
from the extract and reduce product quality. Various 
types of evaporators were installed in early plants and 
some are still in use. Since any properly designed and 
operated extraction line can produce the 30 extract re 
quired for spray drying, there is no place for an evapor 
ator in a modern plant—except, herhaps, to concentrate 


washings for re-us¢ 


It is unfortunately true that bad instant coffee pro- 
duced by a small segment of the field can create a public 
aversion to the product which can depress the sales of all 
manufacturers. Greater cooperation and less secrecy be- 
tween soluble coffee manufacturers would raise the level 
of the entire industry. The roasted coffee business is no 
less competitive because virtually identical equipment 
is used by all firms. An association of instant coffee pro- 
cessors, with an active program of study and development 
in extraction and spray drying techniques, would benefit 
the entire industry. Perhaps this article and others like 
it will help spark a move in this direction. The possibili- 
ties for progress are virtually unlimited. 


thoughts on coffee promotion 
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with fresh thinking, new inspiration and confidence to 
carry on with the job. Their trade magazines are a model 
of how a trade press should be run reporting, news and 


comments all done with perfection and skill. 


Soon we shall be reading of how they plan in the states 
to increase consumption. They will pass on some good 
tips, one may be sure. Their magazines will be telling in 
detail the story that will be read by our friends every- 
where. So, as a likely result, our money problems may 
shortly dissolve in thin air. 
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More productivity is the answer to surplus. 


Sound contradictory? Not when what it 


means is better coffee at less cost 


By ARTURO MORALES FLORES, General Manager 


Not only is Arturo Morales F. general manager of FEDE- 
CAME (Federacion Cafetalera de America), he is also Pro- 
fessor of Economics at the University of El Salvador. The 


opinions in this article, however, are his own. 


I think that we are all agreed that the coffee industry has 
in a short period of time: 


three main problems to resolve 
A lot could be written 


prices, propaganda and productivity. 
about each of these subjects. 

I shall talk briefly about the one that gets least attention, 
though it is 
theother two: coffee produc- 
vty. There is a general idea 


as important as 


that the cost of any commodi- 
ty is fixed by the salaries paid, 
little known of the 
other factors that have to go 


being 


into the process of productivi- 
ty. If things were this way, 
one would have to reach the 
inevitable that 
countries that have low mone- 


conclusion 


tary wages and salaries pro- 

duce the cheapest for exporta- 

tion as well as for internal consumption. — Fact 
the opposite, that is to say, that countries with high wages 
and salaries can generally produce cheaper. For instance, 
the United States and Great Britain, apart from others, 
are the countries that pay, and have always paid, the highest 
silaries in the world, but at the same time can compete suc- 
cessfully in the international markets with countries which 
The reason is “more pro- 


shows us 


pay lower salaries and wages. 
ductivity”. 

No matter what may be the economic activity observed, 
we shall always reach the same conclusion, that bigger 
productivity can successfully counterbalance not only higher 
Just to 
cite one example in agriculture: the United States of Ameri- 
ca can produce cheaper rice paying wages and salaries of 
five dollars daily than underdeveloped countries which pay 
salaries and wages of less than a dollar daily. This is only 


salaries and wages, but poorer natural resources. 


JANUARY PES? 


FEDECAME 


obtained because the larger salaries and wages are amply 
compensated by the technique applied to the crop, which re 
sults in a bigger productivity per area or per man. There- 
fore, it is impossible to think that high salaries and wages 
can be paid with low productivity. This would only lead 
to a galloping inflation. 

The world coffee industry, like many others, is going 
through one of the most difficult and paradoxical periods in 
its history: an agricultural industry characterized by an ever 
increasing surplus; coffee prices go down while the prices 
In other words, the terms 


of the industrial products go up 
This can be verified in 


of trade are quickly deteriorating 
a recent study made by world-known economists at the re 
quest of GATT. Referring to recent events, the study 
mentions that the “increase of the economic rate of growth 
in the industrial centers has caused a fall of 5 in the prices 
of the raw materials exported by the less developed coun- 
tries since 1955. has become even 
more deteriorated by the simultaneous increase of 6% in the 
prices of the manufactured goods that they have to import 


On the other hand, coffee promotion and propaganda 
Activity 


The situation of these 


programs are at a stationary and very low level. 
is mainly concentrated on the cyclical movements of prices, 
due to the pressure of the surpluses, which according to 
some studies are increasing by a yearly rate of 10% to 13, 
against an annual consumption rise of only 2% to 3% 
This consumption rise ts largely due to an increase of 
population, 

Paraphrasing Malthus, we could say that consumption in 
creases arithmetically while the coffee surplus does so geo- 
metrically. That is to say, the former would read like this: 
1-2-3-4-5-G, etc., and the latter: 2-4-8-16-32-64, etc 

As prices tend to fall, they hide behind a thick smoke 
screen and mask the other fundamental problems, such as 
propaganda and productivity, especially the latter. 

The outcome is that the coffee growers, discouraged with 
the low prices, react just like any other farmers would do 
by cutting out expenses on the farm: less fertilizers, less 
weeding, less pruning, less replanting, etc. This will, of 
course, bring as a result smaller crops, and therefore /ess 

(Continued on page 132) 
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YOURS for the asking 


The booklets listed below contain specialized, detailed 
information on various subjects. This literature is yours 
for the asking. Merely fill out the coupon and mail 


l COFFEE EQUIPMENT 

A comprehensive, 42-page booklet, this catalog 
of coffee equipment has information, specifications 
and illustrations on coffee urns, urn_ batteries, 
gridded risers, coffee carriers, iced tea urns and de- 
canters, plug-in coffee stations, and equipment parts 
and accessories. Cecilware-Commodore Products 
Corp., 199 Lafayette Street, New York 12, N. Y. 


2 SOLUBLE PROCESSING 

This profusely illustrated 24-page brochure de 
scribes Turba-Film Processors, the percolator units 
used in some of the recently built instant coffee 
plants. Percolating is the step ahead of spray dry- 
ing in the manufacture of soluble coffee. Process 
Equipment Division, Rodney Hunt Machine Co., 
117 Vale Street, Orange, Mass 


3 MODERN FILLING MACHINES 

This illustrated, four-page folder describes vari- 
ous kinds of filling machines developed for today's 
packaging requirements. Among the machines are 
universal fillers, automatic augar feeds, automatic 
deplex units, automatic tight wrappers and others. 
Stokes and Smith Co.. 4900 Summerdale Ave., Phila- 
delphia 24 


4 COFFEE BINS 

This bulletin is a fact sheet on Burns True-Flow 
Bins. It describes the use of the bins in the plant 
operation, and tells about the features of the bins, 
and various sizes. It makes clear why True-Flow 
Bins overcome particle separation in ground coffee 
Also described are coffee cars, for bean coffee and 
the ground product. Jabez Burns and Sons, Inc., 


600 West 43rd Street, New York 36, N. Y 


5 NEW COFFEE ROASTER 

An illustrated folder describes a new coffee 
roaster, B. F. Gump Co.'s Ray-Nox. The folder tells 
about the method of roasting used in the Ray-Nox 
Roaster, and other features of operation and con- 
struction, including recording thermometers and 
controls. B. F. Gump Co., 1325 S. Cicero Avenue, 
Chicago 50, Il] 
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An open invitation which purports 
to solve the problem of the surplus 


South Pole 
Antarctica 
Dear Coffee People: 

Some years ago, when the late Admiral Richard Byrd 
was prowling around down here, we talked about Antarc- 
tica as a gigantic food freezer. Later he wrote an article 
for This Week Magazine (January 29th, 1956) entitled 
“The South Pole Can Be the World’s Ice Box.” In this 
imaginative piece, he expounded the feasibility of using 
Antarctica as a freezer for storing enormous world food 
surpluses. 

So how about coffee? The surplus qualifies as ‘‘enor- 
mous,” that’s for sure. And Antarctica is only a hoot 
and a holler from Santos. 

I don’t know what it costs to store coffee in Brazil or 
in other coffee growing countries, but it's free rent down 
here. And you can leave it as long as you like. It can't 
spoil or deteriorate, because bacteria and germs simply 
don't thrive down here. 

The Admiral tells the story about eating a meal which 
had been left on the table in a hut nearly five years be- 
fore. Other explorers report eating food which had 
been left down here for 33 years! 

Admiral Byrd saw no problem in the physical storing 
of the food. He reported in his article that the U.S. Navy 
has a piece of equipment which will do the job handily: 

“It is a machine that digs a continuous trench in snow. 
In one day it can dig a trench 12 feet wide, a half-mile 
long and six feet or more in depth. Equipment for un- 
loading and loading the food is also available or could 
easily be adapted from existing devices. The Navy's 
‘Flying Fox’ is a mechanically driven loop of rope that 
could automatically haul the food along the trenches and 
deposit wherever desired. Wheat and other grains could 
be blown into the trenches through air tubes.” The 
winds, he goes on to explain, would quickly cover the 
food with a light, icy snow. 

So you may not even have to store coffee, in sacks. Just 
blow the beans into the trench through a pipe. Or push 
it down the trench with a snow-dozer. But be sure you 
push it quite a way in or some coffee-topped icebergs may 
float up the South Atlantic. And take a good fix on it. 
It will disappear quic kly, and you'll need a treasure map 
to find it again. 

Now as to the logistics, let's take a million bags as an 
example, and the Filchner Ice Shelf as the storing area. 


My crude estimating says it would require 14 to 15 


(Continued On page 140) 
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Colombia and the world coffee surplus 


Producing Countries 





By RALPH P. BALZAC, Balzac Bros. & Company, Inc. 


Some one has counted them and pointed out that it 
takes 3,000 berries from a coffee shrub to produce one 
pound of coffee. 

As we in the coffee business all know, in Colombia, 
and in the other mild countries, coffee must be picked 
from the trees one bean by individual bean, as the berries 
keep ripening gradually for several months. There is 
no other way to insure getting thoroughly matured and 
uniform fruit. This individual picking may be said to 
highlight the several arduous and expensive processes 
involved in producing coffees of the better qualities. In 
the background of quality are also the kind of soil and the 
altitudes in these coffees are And still 
more, to produce that superiority, there must be added 


which grown. 


constant care of the farm, proper shading, pruning, weed- 
ing, and many other little details which together are 
the secret of body and flavor enjoyed in a cup of real 


Total "Milds” 


excellence do not Zo to- 


good coffee. 


As a rule, abundance and 
gether. The total exportable production of the coffees 
known as “milds” ranges at present at around 14,000,000 
bags. They are also described in the trade as “sweet.” 
Colombia is calculated to be producing now, in a good 
crop year, about half of that total, and the other mild 
countries together the other half. 

Colombians, because of the availability and sufficiency 
of coffees of a similar fine taste. with small variations in 
body and flavor, have through the years enjoyed great 
popularity with American and Canadian roasters. Col- 
ombians. and some of the other milds, are also much 
sought after in several of the European markets, notably 
in Germany and in Scandinavia. 

Taken as a whole, the other milds vary more widely 
among each other in body and flavor, although all within 
the category of ‘‘sweet’’ coffees, with a certain percentage 
of them ranking up to the highest ratings. 


to believe that all these coffees can and 


One is led 
should be absorbed in roasted blends in a total 
consumption of 37,000,000 to 38,000,000 
especially when 22,000,000 bags or more are consumed 
within the United States and Canada, countries in which 
such a large percentage of families are satisfied with 
nothing but the best on their food table, and can afford 
it. Coffee is a food item which the consumer is always 
scanning for the best in taste. Not just for the good but 
for the best. Any coffee man can recall how often 
neighbors ask him: “What is the best coffee to buy?’ 
And again, Where can I always get the same coffee?” 


world 


bags, and 
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As a matter of fact, it can be said that production of 
mild coffees has increased through the years only in 
approximate answer to the requirements and demand 
for them in consuming countrics. 

Nevertheless, coffee as a whole is now in one of those 
cycles of overproduction. That nation of many marvels, 
phenomenal Brazil, can have a crop of 11,000,000 bags 
one year, and the next year one of 25,000,000. The pos- 
sibility of such a crop disparity, from one extreme to the 
other, is increased by the shift of production in that 
country to the southern latitudes, with a virgin rich soil 
of abundant yield on the one hand, and on the other the 
dire exposure to killing frosts. 

It would seem that from such circumstances Brazil 1s 
compelled to adopt certain policies in regard to coffee 
that would not necessarily be called for in the other 
countries of more limited and more stable production; 
and in point of fact she has done and is doing so, at 
least in a matter of degree. But one must always come 
down to the hard fact that coffee is not good to any one 
unless it is exported and consumed. Brazil, and to a 
lesser extent as yet the other American countries, also 
have to weigh the potentialities of production in Africa 
and Asia. 

For most of the American countries, and to a much 
lesser extent for the mother of the African 
colonies, the coffee problem seems to have dey cloped two 
phases. One is the price the farmer receives, to be sure. 
to wit, in our 


countries 


The other is how much foreign exchange 
days, how many dollars—a nation can get for the coffee 
exported to pay for needed imports. A third consider- 
ation in many cases is how much revenue a government 


can get out of coffee. 


Price, money, exchange 


The matter of price to the farmer ts at times tempor 
arily circumvented with paper money. That expedient, 
however, does not help any to solve the other side of the 
problem, foreign exchange, but rather aggravates tt Other 
countries besides coffee producers have been plagued with 
paper money, and it would seem that it has invariably 
brought about greater evils than the one it tried to 
remedy, with social and political unrest caused by cur- 
rency inflation and dislocation of values. It has so 
happened, also, that in the course of events some of these 
countries have found themselves with two currencies, 
their paper money and their foreign exchange. The 
tendency then is for their nationals themselves to find 
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A Coffee Convention “Fact-Reference” Feature 


Angola’s 


Robustas 





By FERNANDO PEREIRA BASTOS, President 


All activities of the Portuguese organization engaged in 
coordinating both production and export trade have 
been aimed at improving considerably the quality of the 
It has not yet been possible to achieve 
However, 


cottec produced 


the best results—if ever it can be reached 


has been done on 
and the 


is that all Portuguese coffee 


much 


this best proot 
types are being welcomed in 
all those markets which are 


known to be rather hard to 
brands 
difficult 


moment, the fig 


Satisfy as to cofttesc 
In this 
doubtful 


ures on the Portuguese cot 


very and 


fee export business stress as 

clearly as possible the pro 

gress of our coffee-growing 

methods in everything that 

concerns the outstanding flavor of the product. 
In 1939—it 

date 

of Angola, had to overcome rather embarrassing con- 

that had 

considered valuable property obtained by a lot of sacri 


may be worthwhile to remember that 


all Portuguese coffee plantations, and mainly those 
ditions Everything which up to date been 
fices, work and trouble seemed to the producers to have 
fallen into decay. In an overwhelming effort, overcom 
ing many nearly insuperable dithculties, they kept their 
plantations within a reasonable lever of development and 
productivity. However, as it is easy to imagine, they were 
the pessimism of that time 


favored World War 


withstand 
rather 


quite unable to 
That pessimism 
I] broke out 


The Portuguese coffee growing industry succeeded, 


was when 


however, in overcoming that terrible situation, thanks to 
the intensive official support given, and as soon as the 
war came to an end, all technical problems were success- 
fully dealt with. It is exactly this progress and certain 
special ecologic conditions which show the reason for 
the good name and, up to certain degree, even the envi- 
able position held nowadays by Portuguese coffee all over 
the world. 

During all the years before the end of the war, all 
Portuguese producers had been influenced by the natural 
tendency to increase the planting of a product when de- 
mand turns out to be greater than supply. This can be 
noticed whenever supply and demand are this way. 

Official authorities invited to intervene in coffee plan- 
tation problems, which were national in impact, could not 
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Junta de Exportacao do Cafe 
Lisbon, Portugal 


but face the realities of the near future, and therefore all 
their efforts were concentrated on the one aim: to 1m- 
prove the quality, 1.e., to create the necessary conditions 
to withstand the inevitable crisis of over production. 

Considering that Angola Robusta coffee holds first place 
in our production and export lists, far ahead of the other 
types, 1t was exactly in those Overseas producing areas 
that technical problems deserved the best possible atten- 
tion. 

Taking up new methods and modern techniques, the 
technical services offered became more and more exten- 
sive: permanent service to all European and native pro- 
headed by agricultural technicians; 


ducers by gr yUps 


regional stations, i.¢., areas for demonstration of planta- 
tion practices, split up into so-called posts of encourage- 
ment’; study of diseases attacking coffee plants; help by 
phytopathologists (in Lisbon, a Center of Investigation 
known the world over is directed by an eminent proftes- 
sor); entomological studies; harbor installations; factories 
for improving coffee standards; tests for new plantation 
methods; soil surveys; tough control and surveillance of 
shipments of coffee exports, etc. These were the means 
which permitted Angola coffee to conquer several mar- 


kets and to take over the position it holds today. 

Angola Robusta coffee is a neutral kind, so that it 1s 
the most suitable one for blending purposes, as it reduces 
Thanks to the high content of caffeine, 
It is also being 


the final cost. 
it is being used for preparing solubles. 
given preference in the major markets, mainly because of 
its fine commercial blending qualities. 

Actually, the plantation where all necessary care has 
been given yields better and better types of beans, as to 
size and uniform color, which no doubt is important. 
Therefore, there must be a reason why quotations on 
Angola Robustas are higher than for similar types pro- 
duced in other regions; and it is why it is known as the 
best Robusta in the world. 

Its position in the coffe markets has been quite a firm 
one, and it is growing even more so, steadily. 


Silex plant at Muskogee 


sold to David Douglas Co. 


Sale of the Silex Co. plant at Muskogee, Oklahoma, to the 
David Douglas Co. of Manitowoc, Wis., was reported re- 
cently by Ray Milam, local plant manager. 

Milam will remain as manager of the plant, which pro- 
duces coffee makers. 

The Flavor Field 
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green coffee through Los Angeles 
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1,968 tons in 1958 compared to 1,010 tons in ‘57, 

In contrast, there was a loss of 11% in imports from 
South American coffee growers, due almost entirely to the 
sharp drop in shipments from Brazil. In fiscal 1958, 
Brazil sent 5,819 tons compared to 10,619 tons in the 
previous year. During the same period, Colombia, Ecua- 
dor, Peru and Venezuela rolled up gains. Chile and 
Argentina, which shipped over 900 tons last year, sent 
none in 1958. 

Imports from British Malaya and Indonesia also 
dropped from 1,040 tons is fiscal 1957 to 298 tons in 
1958. On the other hand, port statistics show that 
African coffee growers continue to win favor in this 
market. In fiscal 1958 they increased their shipments by 
29%. And finally, green coffee was shipped to Los An- 
geles from four European countries—Belgium, the Nether- 
lands, Portugal and the United Kingdom. While a com- 
paratively small amount, 378 tons, it represented a 74% 
gain over the 98 tons shipped from Europe in 1957. 

Based on the continuing shipments of green coffee to 
this port since July Ist plus the ever-growing Southern 
California market and the bright economic outlook—it 
seems reasonable to expect that we will be able to report 
an equally good record on imports through Los Angeles 
Harbor during our fiscal 1959. 


fresh brew or instant for vending? 
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of the country, primarily because of the psychological 
aspect, rather than the fact that the cup of coffee vended 
is better. For example, one manufacturer of coffee vend- 
ing machines makes a combination unit for fresh brew and 
instant. Its purpose is to operate it as a fresh brew unit 
during the week and then switch it over to instant coffee 
for the weekend when the number of employees is re- 
duced. I have found many instances where these units had 
been switched over to instant and have never been put 
back to fresh brew. However, because there is a sign on 
the machine saying “Fresh Brewed Coffee,” the sales did 
not show any decrease whatsoever after it was switched to 
instant coffee, and most of the customers didn’t know 
the difference. 

I must admit that so-called fresh brewed coffee through 
vending machines would never have gotton started if it 
had been possible for the manufacturers of instant coffee 
to have produced as good an instant product two years 
ago as they are producing today. I predict that in the near 
future the new instant coffees that are being developed 
will make such a superior cup of coffee that the need 
of fresh brewed coffee in vending machines will be greatly 


lessened. 


Plan second instant coffee plant for Colombia 


Plans have been made for construction of an instant 
coffee plant in Colombia, the second in that country, ac 
cording to an announcement from Medellin. 

There has been a plant for some years in Buga (Valle) 
and it is hoped that the new production will not only 
supply enough for the internal market but will also pro- 
vide instant coffee for export to foreign markets 
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Coffee Quiz 


What will coffee prices be one year from 
nou? 


Ans: We don't know. Nobody does 
But that still doesn’t mean we 
don't know “futures’’—In fact, 
when it comes to coffee, the only 
thing we do deal in ss futures 


How can a buyer establish prices near 30¢ 
f.o.b. Brazils and 36¢ f.0.b. Colombians for 
a portion of his antu ipated distant requtre- 
ments? 


Ans: A discount buying program. 
(For details ask for Merrill Lynch 
Special Report.) 


What about this year’s 15-country Latin 
American agreement? 
Ans: Our weekly letters will keep you 
abreast of developments. 


Hou effective was last year's Mexico City 
agreement? 


Ans: Not completely. 
(For details ask for Merrill Lynch 
Coffee Letter on this specific 
subject. ) 


What broker in coffee futures has all these 
facilities: Extensive network of private wires 

offices and agents throughout Europe 
and Latin America... weekly Coffee Lette 
and Special Reviews experienced and 
formed personnel 7 


Ans: Merrill Lynch, Pierce, Fenner & 
Smith. 


How can 1 receive Merrill Lynch Reports and 
other aids, without charge or obligation? 


Ans: Simply send your name and ad 


dress to 


MERRILL LYNCH, 
PIERCE, FENNER & SMITH 
Broker 


Underurite 
Inive 


NEW YORK 5, N 


Office 


Cable MERILCOM-NY 


Yy 
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alternatives for America’s producers 





By Dr. CLAUDIO BENEDI BERUFF, General Secretary 
National Association of Coffee Growers of Cuba 


Coffee 1s facing today serious problems ot supply and 
prices, which also affect all those basic products on which 
no international agreements have been as yet effected 

A uniform basi product having equal production costs 
all over the world and the same possibilities of free markets, 
as well as similar qualities, 
would be easy to lead and 
guide, provided it were pos 
sible to count on the common 
sense of the representatives 
of the producing countries 

It is more difficult to guide 
the coffee economy because 
of the dive rsity of production 
costs and a protected market 
like Europe benefits 
producing Africa 


against the producing coun- 


which 
areas in 
How evel 


tries of America. 


different from other products, the coffee alternatives affect 
a greater number of countries and persons, especially if it 
is considered that coffee is the second product in the world 
market and the first in the American trade. 

We can point out without exaggeration that coffee is the 
currency of the Americans out of the 21 American republics 
16 harvest coffee and seven have coffee as their basic 
If to this we add the fact that the Americas pro- 
duce over 75% of the world’s coffee and that the United 
States of America is the main market, with a consumption 
of over 60% of the world’s production, it can readily be 
understood how important that problem is for us Americans. 

When a few producing countries enjoy privileges because 
of their low production costs, market protection for over 
60% of their production, and with facilities to take over 


product 


other free markets because of their prices, as in the case 
of the Africans, tt understood how difficult it ts 
for them to take steps which they may think are not neces- 


will be 
sary at present. This latter point has been seriously con- 
sidered by them, in view of the accommodating and under- 
standing attitude that the United States of America has had 
with them 

There are only two ways to make producers who are 
reluctant to sign integral agreements realize their need: 
firstly, and most desirable, to point out, the reasoned and 
logical necessity of being united through wise agreements 
to the advantage of all parties concerned; secondly, to 
oblige reluctant producers through reasonable economic 
penalties, such as either export quotas or price wars. 

The first way is already exhausted. The American pro- 
ducing countries have demonstrated our high responsibility 
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and our cooperative sense on a just basis, and this has 
not been considered by the African countries. There is no 
other alternative but the latter way, that is, export quotas 
or price wars, and these steps should urgently be taken. 

The fall of prices to a ruinous level does not benefit the 
consuming countries, but causes very serious harm to the 
producing countries. The reasons for these statements are 
so obvious and have been so well proclaimed that we are 
not mentioning them now because of the shortness of this 
article 

It is impossible to defer organizing and guiding the 
world s coftee economy, and the United States of America 
should take the next step to prevent the producing countries 
of America from taking the urgent and radical steps that 
circumstances indicate. 

The American countries, Cuba among them, have signed 
the Washington agreement in an evident demonstration of 
our statements. We Cubans perhaps do not export what 
we had estimated, because the coffee areas have been affected 
by two hurricanes, both followed by a drought and other 
circumstances which have decreased our production. How- 
ever, we are in a position to extend our sincere cooperation 
to these efforts of world union for the stabilization of sup- 
plies and coffee prices, 


President of El Salvador urges 


coffee import quota by U. S. 


The President of the Republic of El Salvador, Col. Josc 
Maria Lemus, last month cabled the presidents of Brazil, 
Colombia and the United States, urging their prompt and 
thorough attention to the overall coffee problem. He sug- 
gested the following four measures: 

1.. The establishment of coffee import quotas by the 
United States, applicable to all producing countries. 

2. The establishment of a coffee buffer stock financed by 
any of the existing international organizations or by an 
organization created for the purpose. This coffee buffer 
stock would be administered by producers and consumers 
alike. It would be formed by the purchase of present coffee 
surpluses from the coffee-producing countries. To finance 
this operation, if necessary, a loan could be secured using 
such surpluses as collateral. 

3. Negotiations should be resumed immediately for the 
purpose of having all coffee-producing countries enter into 
an agreement on retention or export quotas. 

4. Negotiations should be initiated immediately for the 
purpose of reaching an agreement to limit coffee production. 
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consumer taste for good coffee 
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courageously battled over slippery ice cakes floating on 
an unruly, raging river. 

Any improvement in this indecisive picture must come 
from an industrywide concerted effort. 

The Coffee Brewing Institute is to be congratulated 
on their efforts to get the ball rolling in trying to obtain 
for the consumer a full-bodied, flavorful cup of coffee 
which effort also sells more coffee for the roaster. 

Some may feel that it is facetious to approach the 
panacea of the coffee industry from the esthetic vein, but 
it could be a very propitious move at this time before the 
apparent depravation of good coffee flavor taste reaches 
a point of no return. 

Coffee has certainly made gigantic inroads in the Ameri- 
can way of life over the years, and flavor must have had 
something to do with it. To stand by now and un- 
wittingly see the sands of time take it’s toll—because of 
flavor attrition—without fighting back, could be in- 
dustry suicide. 

The dairy industry, carbonated beverages, the Tea 
Council and the barons of malt and barley are all ag- 
gressively after that part of the consumers’ dollar that 
goes for beverages. Their theme songs ring with clarion 
tones extolling quality and flavor, and but for very 
few isolated exceptions, they all back up their claims with 
products that satisfy the most fastidious connoisseurs, 

The coffee industry faces a challenge that must be met, 
and catering to the depravation of the flavor appreciation 
of a good cup of coffee has no place in the picture. 

Does the answer to a mounting surplus of green coffee 
lie in the field of ‘‘folly’—or of ‘flavor’ ? 

To date, “folly” ts not doing so good; maybe the time ts 
ripe to reverse course and head for “flavor.” It could 
be an enlightening and profitable venture for the entire 
coffee industry. 


coffee for today's homemcker 
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wide variety of ways in which coffee may be served. Ameri- 
can women have realized for the past few years that coffees 
such as Viennese Coffee, Italian Coffee, Irish Coffee. Cafe au 
Lait and demitasse (to name just a few) all lend elegance, 
imagination and sparkle to their menus. This year the 
Coffee Bureau has sent out a veritable flood of new recipes 
and pictures on variety coffees. But no matter how many 
new coffee ideas are offered, there is always a demand for 
DOVE 

It is hard to say whether American women use coffee in 
new ways because they read or hear about it, or whether 
coffee stories are readily accepted by newspapers because 
the women readers want to read them. The Consumer Ser- 
vices Department believes that the real answer lies some- 
where in between. As a result, its publicity is aimed, first, 
to inform the reader of new, imaginative ideas and, sec- 
ondly, to help the reader carry out these ideas. Over a 
period of years, much has been accomplished in this direc- 
tion. However, this is a never-ending campaign which 
should be continued just as long as American women take 
interest in their homes and communities. 
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ing and unloading, has the alternate choice of screen 
legging, screen buckets or chain drives Operating at slow 
speed. This type of elevator handles the beans so gently 
that not even the pergamino is peeled off. The removal 
of possible damage is another assist to the growers 

The 


alternate choice of screen tumblers, exposing the coftee 


1959 drying column comes equipped with an 
beans from all sides to the warm air. This action assures 
constant uniform drying. The warm air, after having 
passed through the beans, is returned to the heating unit, 
Naturally this 


warm air becomes warm-moist air which ultimately pre- 


reheated, and used over and over again. 


vents Case-hardening” means closing 


case-hardening’’! 
the pores of the outside layer of the coffee bean, prevent- 


ing the inside moisture coming to the surface. ‘‘Case- 


hardening” always ts caused by using too extremely heated 
dry air. The warm-moist air always must be of a certain 
1959 A.DS. 


drier 1s equipped with automatic controls which maintain 


morsture-mixture, consequently the new 


the air at the proper temperature, as well as the correct 
moisture-mixture 


The heating unit ts augmented by a special furnace 


which burns coffee pulp, hulls, wood, etc. This in turn 


produces indirect heat. The heating unit utilizes a diesel 


oil burner with a high heat refractory combustion cham 
ber which has an efthciency of 98.8% combustion. Re- 


circulation of the warm air tends to conserve fuel by 
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J. N. SOARES CO. 


NEW YORK 5, N. Y. 


110 FRONT ST. 


Telephone: 
WHitehall 4-8152 


Agent for Angolan Shippers 


"JOSOARES" New York 


itself, but by using this system, the drying time is 
shortened by almost 40°. 

The approximate time of drying in a drum is 24 hours, 
the columnar type uses ten hours to dry each batch, while 
the 1959 A.D.S. drier uses approximately six hours. 

The drying process with this new drier is accomplished 
in three passes of approximately two hours each. The 
coffee beans may be elevated directly into the column 
after washing, at which time the moisture contant of the 
bean is approximately 52140. After the first pass, all 
surface moisture is evaporated and moisture content 1s 
reduced to approximately 35%. This batch is placed in 
a storage bin for 12 hours, during which time the moisture 
inside the beans works its way towards the surface, which 
is called equalizing or tempering. The batch is then 
placed into the drier again for another two hours. This 
reduces the moisture content to approximately 20%. After 
this second pass, the batch is again placed into the storage 
bin, this time for 24 hours. During this period of temper- 
ing and equalizing, coffee beans with excessive moisture 
throw it onto beans which have less moisture. The third 
pass of drying usually takes longer than the first or second, 
as this time the coffee beans keep on being circulated until 
properly dried, 

The 1959 A.D.S. drier comes in four sizes which will 
process from 7,500 Ibs. to 60,000 Ibs. of dried beans in 
24 hours. These drying plants are priced from $5,000 to 
$15,000. They are completely equipped with all the con- 
trols necessary, including elevators. 

The A.D.S. driers are available in four different types 
of power: gasoline, diesel, electric, water power. 


(Continued on page 137) 
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Canada’s thirst for coffee is growing 





By W. L. SCANDRETT, President 


Tea and Coffee Association of Canada 


Today, across Canada, three-quarters of all Canadians, 
ten years of age and over, will have at least one cup of 
coffee. As far as we know, no country has more coffee 
drinkers in proportion to its population! 

Canada’s thirst for coffee is confirmed by green coffee 
import statistics which re- 
veal that in 1937 Canada 1m- 
ported 35,640,000 Ibs., and 
in 1957, 110,352,000 Ibs.. an 
incredible increase of 210. 

During the same period 
Canada has risen from the 
13th ranking coffee import- 
ing nation in the world, dur- 
ing the mid 30's, to sixth 
place in 1957. 

The year 1958—an 
esting year 


inter- 
that 
ahead, 


indicates 
volume is again 
wholesale and retail prices lower. Dominion Bureau of 
Statistics figures show the following total cumulative 
imports for January to August 31st, 1958, and for the 
year 1957: 
Chicory—207,374 lbs. in the 1958 period, 216,444 Ibs. 
77,839,512 Ibs. and 71,859,023 Ibs.; 


1,523,179 Ibs. and 1,640,- 


in 1957; coffee, green 
coffee, roasted and substitutes 
140 Ibs.; coffee, substitutes—432,842 Ibs 
and 3,145,031 Ibs:; instant coffee—2,850,554 Ibs. in the 
1958 period. Total coffee imports, 82,853,461 Ibs. in the 
1958 period and 76,860,638 in 1957. 


1958, based on 


extracts and 


Projection to December 31st, 
figures indicates the following: 
Total green coffee imports 

into Canada 120,000,000. Ibs 

Total roasted coffee imports 
into Canada 

Total soluble coffee in bulk 

From Canada’s green coffee imports, the trade as a 

whole will produce about 83,265,000 Ibs. of roasted 

coffee, which will be an increase of about 6.4% over 1957. 


2,204,000 Ibs. 
4,450,000 Ibs. 


Canada will also produce about 7,532,000 Ibs. of 


soluble coffee, a tremendous increase of 21.4% over 1957. 

It is therefore, highly probable that the total volume for 
the year 1958 will be somewhere near the following 
figures, after taking into consideration, coffee from all 
sources namely, those roasted, and/or extracted in Canada, 
coupled with other imports: 
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these 


Total Roasted 85,409,000 Ibs 

Total Soluble 11,982,000 Ibs. 
These figures indicate an equivalent of green coffee 

usage amounting to approximately 140,000,000 Ibs 
When considering how Canada's coffee consumption 
has reached today’s level, other factors must be looked at: 
1. Growing population, this year reaching 17,200, 
000, up 3%, and the same increase looked for in 1959. 
(Not all are Canadian born, but many are immigrants 
from Europe who already have the “coffee habit” and 
eagerly adopt our available blends of soluble and ground). 
2. Lower retail prices to the consumer. The pattern 
in Canada has closely followed that of the United States. 

An example is cited: 

Early 1957 
1 Ib. retailed at ‘ 
December—-Retailed at an 75 


National brand of ground coffee 
$1.05 


Down RPS . 40 


Early 1957—National brand of soluble coffee 
6 oz. jar retailed at $1.85 


December, 1958—Retailed at 


Down 
These figures indicate an overall drop in price of 300 
Lower wholesale and retail prices across Canada have 
been assisted by two major factors: 
A. The 10% 
in the Budget announcement of March 
1957 


sales tax 
15th, 


removal of the Canadian 


B. U.S. funds ranging from a discount of 4144 to 
3% against the Canadian dollar, during all of 

1957 and 1958 
3. Increased advertising through all types of media. 
Apart from the advertising campaigns conducted by the 
Canadian coffee trade, active support to coffee has been 
given by the Pan-American Coffee Bureau and The 
Coffee Brewing Institute. These two organizations now 
have a Canadian advertising agency and public relations 
company looking after their respective affairs. While 
their budget is not extensive at present, progress has been 
made, and during the past two years, they have concluded 

the following projects: 
A. Periodic surveys on Canadian coffee drinking 


habits. 
B. Special study to demonstrate that coffee greatly 
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sumer, by stressing proper brewing habits. 
. Participation by CBI and PACB at some Can- 
eh neat dl 1 adian conventions, such as the annual Canadian 
Restaurant Association, and the Canadian Tea 

and Coffee Association. 

The Canadian trade as a whole appreciates the work 
done by PACB and CBI. They have willingly cooperated 
to promote and bring about a better understanding of 


coffee as a product and its preparation. 





Cana 


Canada's coffee consuming habits are not consistent 
throughout the country and vary from province to 
province. Consumption ts highest in British Columbia, 
where nearly 30% of the population drink at least four 
cups per day. In Ontario the average is about 21 cups. 
The Province of Quebec, with its French population con- 
sumes on the average about 114 cups. The Maritime Pro- 
vinces on Canada’s east coast are the only significantly low 
consuming areas. Here only two persons in five enjoy 
coffee each day, for an average of half a cup per day. 

neral Agreenent on Tarif! A question often asked is, “How does Canada get her 
coffee and from where?” 

The largest weight of imports come from Brazil, Col- 
ombia and Africa, with lesser quantities from Central 
These coffees enter Canada on 


assists the Canadian farmer in marketing his 


cream and milk. 
Widespread publicity and advertising of the America and the Islands. 
a direct shipment basis to one of our four main ocean 


ports, or on an intransit bill of lading through the ports 
of New York and San Francisco. Our four main ocean 
ports going from East to West are as follows: 

Halifax, N. S.; St. John, N. B.; Montreal, Quebec; and 


coffee-break, and the production of booklets 
stressing the benefits of the coffee-break. 
Holiday safety campaigns both in winter and 
summer 

The use of films and personal demonstration by 
CBI has assisted with the educating of the con (Continued on page 140) 
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Other Markets 


London: doubt in success 





By J. W. ASHTON, Secretary 
Coffee Publicity Association 
London 


Traveling back from Nottingham, I read the story of a 
dream honeymoon which led to a marriage that was pure 
bliss when, one evening a month later, doubt entered her 
mind. She lost confidence . . . began to question herself. 

I've just returned from making the preliminary moves 
to opening a special promotional campaign in the selected 
town of Nottingham. 

Nottingham was carefully chosen because it is a large 
town enjoying full employment. There are chemical fac- 
tories, manufacturers of cigarettes, lace, light machinery, 
and even coal mines. Brightly lit shops flood the streets 
dominated, by a skyscraping Technical College which 
has just been built, and students flock into espresso coffee 
bars, which are growing in numbers. 

The present campaign grew from small beginnings—a 
competition to choose the ‘prettiest coffee house girl,” 
which was so popular that it was run again this summer. 
Then the window dressing competition came along, this 
year with bigger prizes, more entrants, and excellent 
displays in shops throughout the country. 

Then came the Milk Marketing Board with their gen- 
erous offer of a cornbined pilot campaign, provided it 
was run in an area where both they and the Coffee Pub- 
licity Association could measure the results of our ef- 
forts, so that we can go back to producers of both coffee 
and milk and show proof that these campaigns do more 
than cover their outlay. Then, if they are sold that we're 
on the right track, they will subscribe to the running of 
similar schemes in other areas; for they get their publicity 
for half its actual cost. 

The slogan to be used is most popular but quite new: 
“Coffee makes the morning.” It will appear in adver- 
tisements in the press, in magazines, on posters, on show- 
cards, on buses and in cinemas, with window stickers and 
counter leaflets in shops, cafes and restaurants. Every- 
where, for three months, this message will be shown. 

I've been sounding out the opinions of chairmen, sec- 
retaries, branch managers, area representatives of whole- 
salers, grocers, caterers, cooperative societies, dairies, self- 
stores, restaurants They all 
want to come in. We'll all come to the planning meet- 
ing, so we'll all walk in step. Equipment manufacturers 
also want to be there. 

An inaugural meeting will be held in the Queens Hall 
on January 19th. 

“Fine—our branch managers want to about 
coffee.” “You'll show them a coffee film—give them a 
talk about coffee—good.” “Explain your campaign— 


service and gas councils. 


know 
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that’s the way.’ ‘Demonstrations-—why, we will give 
you free counter space at our super-market stores for as 
long as you want if you will lay it all on.” 

And so the feeling of enthusiasm grew as we went 
round telling people about the scheme. All agreed that 
a good market for coffee was to be had for the asking if 
we set about it the right way. 

A week or two earlier, I had sat in Paris at the meet- 
ing of the European Coffee Bureau—people from Brussels, 
Le Havre, Hamburg, Amsterdam and Rome—where dele 
gates were all talking fast, talking of their achievements 
to date and of plans they had in view. Market research 
would open up new opportunities for selling the product 
in places and at times no person had thought of, and in 
quantities never dreamed of before. 

“If only the I.C.O. one member said. 
while, let's plan ahead.” 


Mean- 


trends in ocean shipping of coffee 
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for short stays. Today with the vagaries of the coffee 
market, shipping companies find no alternative but to 
schedule all of their vessels for calls at previously unim- 
portant ports. What this does to transit time is easily 
imagined, and there is really no solution if a vessel is 
called upon to load at Paranagua, Santos, Angreis dos Reis 
and Rio. The cargo from Angra dos Reis does not 
suffer from lengthy transit time, but the shipper out of 
Paranagua has to know that his cargo will be delayed 
four or five days by reason of further calls at Santos, 
Angra dos Reis and Rio. 

An ideal situation for shippers, receivers, operators and 
owners of vessels, insofar as the east coast of South Ameri 
ca 1s concerned, would be to have vessels call at Buenos 
Aires, Montevideo and then on to the United 
States. Unfortunately these three major ports cannot 
presently supply a compensating cargo for a costly vessel 
on a long range voyage, to help make up for the lack of 
cargo at the main ports. It is, at times, necessary to send 
vessels to other ports for additional revenue. It is only 
in this way, in these slack times, that steamship operators 
can support their vessels. Vessels which cannot earn their 
keep cannot supply service. 


Santos, 


Fast and regular dependable steamship is the answer 
The Moore-McCormack Steamship Co., realizing Brazil's 


(Continued on page 131) 
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coffee trends 
in Switzerland 


By JULES BRAUNSCHWEIG, Braunschweig & Co. 
Basle, Switzerland 





It would be too early to predict at present the develop- 
ment of the coffee market in Switzerland for 1959. Never- 
theless, we risk foretelling that in this year the consump- 


| tion of good tasting Arabica coffee will increase and the 


use of Robusta coffee of inferior quality will decline in our 
country. The expression of this opinion is given on the 
assumption of unchanged economic and political condi- 
tions in the western world. 

Already, in the last months of 1958, important firms 
in food distribution and coffee roasters have eliminated 
or at least heavily reduced the proportion of low grade 
Robusta in their blends, replacing them with good Ara- 


bicas and selected Robustas whether, from the Americas, 


Africa or Asia. It can therefore be expected that the 


| impromevents of the blends will continue. 


Contrary to the situation in the U.S.A., where selling 
prices for roasted coffee are relatively quickly adapted 
to price fluctuations of raw coffee on the world market, 
the Swiss merchant hesitates to change his selling prices 
He prefers in periods of increasing prices 

but with serious hesitation—to debase the quality of his 
blends; and he is, on the contrary, very happy to im- 
prove them again as soon as he is able to purchase better 


too often. 


coffees at lower prices. 

This is because the housewives, as well as the buyers 
for restaurants, bars, etc., wish to receive their blends at 
unaltered prices, resisting higher prices in periods of 
rising coffee markets. On the other hand, the coffee 
consumer in this country is very suspicious if roasted 
coffee is offered below the accustomed price, and he ts 
also reluctant to change his coffee supplier. This con- 
servative mentality could also be observed in previous 
periods of great fluctuations of coffee prices, and is a 
peculiarity of the Swiss people. 


get coffee featured on menus 
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place has little or no difficulty in this regard, Neither does 
a nationality restaurant. 

No one thing sells a restaurant by itself. However, where 
menu, atmosphere, hospitality, displays and all other means 
of communication are coordinated to sell and gratify each 
customer, then the best results can be assured in advance. 

Thus, the surest clue to merchandising good coffee 1s to 
Not merely the catalog listing: 

Coffee ioe 
a brand name aids materially. 


get it on the menu. 

The addition of Fairly 
detailed, but brief, explanation of care in brewing adds a 
But building an expectation of what the 
fulfilling it—that’s 


great deal more. 


customer will experience—and_ then 


ideal. 
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Belgium: from producer to consumer 





By J. DEMOLIN, Secretary General 
Office du Cafe 


Brussels, Belgium 


After the institution of the New Deal by President 
Roosevelt, the practice of substituting state intervention 
in place of the laws of the free market has only become 
more intensified, and the coffee agreements of Mexico and 
Washington have engaged the coffee trade in a system 
which is dependent on gov- 
ernmental, political and fi- 
nancial possibilities. 

Those concerned in coffee 
have abandoned all econom- 
ic and commercial customs, 
swear by the ‘'Providential 
State,’ and demand it foot 
the bill for their lack of 
foresight. 

Because, in spite of the ex- 
istence in the United States 
of the Pan-American Coffee 
Bureau the people producing 
coffee pretend to ignore the fact that there exists a mass 
consumer and also that “homo economicus” does not in- 
tend to automatically allocate a portion of his earnings 
for some far-off planter’s coffees. 

Consumption of coffee by “homo economicus” is in 
ratio to the success obtained by the roasting and distri- 
bution industries in penetrating into his daily life. The 
part played by the roasting and distributing industries is, 
therefore, of capital importance in the economic cycle of 
the coffee business, all the more so when these economic 
sectors are within a competitive area. It would be a fallacy 
to state that coffee is an indispensable article in life, that 
nothing else could replace it, and that the consumer 
would be powerless to accustom himself to something 
else. The whole question is simply one of circumstance 
and habit, and there are daily proofs of this in soluble 
coffee and soft drinks. 

The roasting trades and the distribution segments are, 
therefore, indispensable to the coffee producing industry. 
But this latter has so far shown very slight evidence that 
it is conscious of the interdependence of the economic 
functions, inasmuch as it is completely ignorant of the 
consumer who, after all, is the reason for its existence. 

That is why the dialogue between industry, roasting 
trade and production resembles, in some ways, a conver- 
sation between people talking about two totally different 
subjects and not listening to each other. 

It is known that the consumer is the object of all the 
attention and solicitude of the roasting and distribution 
industries. All their efforts are directed to breaking down 
Opposition to consumption, and inherent obstruction in 
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the consumers themselves, obstacles strewn and erected 
by others competing for their share of the household 
budget. The commercial policy of each concern must 
succeed in defeating most of these obstacles. 

There are, however, certain attitudes which cannot be 
overcome either by commercial persuasion or by ordinary 
advertising. Indeed, in the proportion that the purchas 
ing power enables one to satisfy necessities further re- 
moved from natural needs, one can say that the de 
termining buying factor becomes highly educated. It 
depends more and more on the way of thinking of the 
consumer, on his experience, and on his personal taste 
and tendencies. It is the specific task of propaganda to 
orientate these tendencies. 

To guide taste and thought and to orientate them is 
quite possible. There is sufficient proof of this in the re- 
sults obtained by propaganda in totalitarian countries. 
Hence, by appealing directly to the taste of the consumer, 
combined publicity would succeed in developing potential 
even where there appears to be saturation. Use slogans 
like “Nothing beats leather,” ‘Eat more oranges,” “Dress 
well,” etc... . 

A direct effect on the inclination of the consumer de- 
mands a longer and more striking campaign of publicity 
than the lone advertising of one branch of the industry. 

Such propaganda could only be undertaken by the pro- 
ducers collectively, as by the decisions of the Rio con- 
vention. 

What are we waiting for in carrying out these reso- 


lutions ? 
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largest export is coffee, has embarked on a $430,000,000 
ship replacement program, which is a 20 year plan. Start 
ing with the two new express liners—Brazil and Ar- 
gentina—it will be supplemented with new, modern 
and fast freighters, equipped with most modern cargo 
handling gear, which speeds up the loading and discharg 
ing process considerably. 

The import of African coffee has also inc reased con 
siderably in the past few years, and to provide facilities 
for this market, Moore-McCormack acquired the Robin 
Line in August, 1957. These vessels ply between East 
Africa, Madagascar and the U. S. ports 

A good cup of coffee is an important start to 
S. steamships 


every 
man’s’ day. Fresh good coffee is what U 
plying from South America and Africa aim to help 


achieve. 
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productivity. The correct thing to do, when prices begin 
to fall, would be for farmers to double their efforts to 
produce bigger crops per area, applying better cultivation 
and processing techniques, so as to offer the market a better 
product at less cost, in this way compensating for the de- 
crease in price 

Of course, this seems very simple in black and white, but 
it is not so easy in reality. For many, the same thing that 
happened to them in the 1930's will happen to them again. 
They will abandon their coffee farms, which in the past 
eventually brought on a coffee scarcity and finally very high 
prices 

Nevertheless, I believe that the present situation is dif- 
ferent from the one in the 1930’s because of two reasons: 
(1) a higher level of culture, and therefore a better under- 
standing of the situation; (2) more competition, especially 
among areas which understand the importance of greater 
productivity, carry out big technological advances in cult:- 
vation and processing, and spend more and more every day 
on coffee research 

The first reason I think speaks for itself, but insofar as 
competition is concerned, the situation is very much more 
difficult and complex than it was 30 years ago. In fact, at 
that time the African continent only accounted for 50% of 
the world coffee market, while now it is around 207. This 


completely changes the world coffee picture 


In 1930, Latin America had no competitors; now it has, 
and will have more with time. This will oblige her to 
adopt more modern methods to increase the “low coffee 
as several very interesting studies, made by 


productivity’, 
In fact, 


a “working group Cepal/Fao,’”’ has demonstrated. 
making an analysis of coffee productivity in one of the 
Latin American countries where public opinion and the 
technicians are agreed that the coffee industry is well ad- 
vanced, the study states the following: “Maybe the main 
contribution of this study towards the problems that afflict 
the coffee industry of . is that here are pointed out in 
detail the inefficient use of the production factors and the 
necessity to adopt adequate measures to plan how to get 
the most of their resources... .”. 

When referring to the importance of fertilizers, the study 
says the following: ‘‘As far as fertilizers are concerned, a 
small relation was found between the production per unit 
of area and the intensity of the use of fertilizers. In the 
small sample taken, the use of these materials varied in in- 
tensity and fluctuated between an average of 60 to 750 
kilograms per hectare of grown coffee trees.” * 

If the “working group, Cepal/Fao" states this about one 
of the Latin American coffee countries most advanced as 
regards cultivation and processing, what will it say when it 
studies those countries who are not in such a good con- 
dition ? 

Let us now sce what Africa is spending on scientific coffee 
research so as to increase its productivity. It would take 
me a long time to enumerate one by one the input in coffec 


(Continued on page 139) 
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dispenser 
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RETAIL 


COOL WATER ON TAP 
FOR EVERYONE! 
IDEAL FOR JUICES, 
ALL BEVERAGES! 


Patented leakproof spigot dispenses a 
glassful of refreshing water or beverage 

in six seconds! TAP-A-GLASS is ALL plastic, 
tasteless, odorless, non-toxic, durable! 
Beverage always visible, full gallon capacity, 
fits any refrigerator or shelf. Airtight lid. 
Fully guaranteed. 
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the PERFECT 


premium line! 


EXTRA-POWERFUL APPEAL! 
PRICED JUST RIGHT! 


MADE AND MARKETED BY A PRIMARY 
PLASTIC INJECTION MOLDER—THE IDEAL 
SETUP FOR PREMIUM PRICE DEALS! 


Wanted and needed in every 
home! TAP-A-GLASS is the one and 
only refrigerator dispenser, 
delivers delicious cool water, 
juices, punches and mixes at 

the touch of a finger! An unusual 
and wonderful item with real 
premium power! 


A practical spice rack that holds 
eight ordinary spice cans in a 
minimum of space! Eliminates 
hunting and groping for that 
elusive spice, saves time, appeals 
to men and women alike! 
Terrific for.small or large quan- 
tity premium promotions! 


PACIFIC PLASTIC PRODUCTS 


1620 ARMSTRONG AVE. 
SAN FRANCISCO, CALIF. 


COFFEE & TEA 


INDUSTRIES 


TIP-A-SPICE 


RACK 


00 
RETAIL 


Entirely molded of strong shock-resistant 
plastic. Drop-down lid with molded-in 
hinges closes to hide and protect spices. 
Provides ‘a complete spice system for 
kitchen, patio or picnic. Attaches to wall, 
cupboard or cabinet; may be placed on 
shelf or table. Red, yellow or white; 
guaranteed. Priced for the premium market! 
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PREMIUMS 
brew sales increases 





By GORDON C. BOWEN, President, Premium Service Co., Inc. 


Premium Advertising Association of America 
Chairman of the Board, 


One remarkable thing about the 
use of premiums in the coffee indus- 
try as a whole is the lack of a con- 
sistent pattern, 

On the one hand, we have com- 
panies which use premiums and sales 
incentives effectively, imaginatively, 
and as part of their overall marketing 
plan. 

Then there are some companies who 
never seem to use premiums at all. 

But probably the saddest to con- 
template are the ones whose use of 
premiums has no apparent rhyme or 
reason, at least as far as an outsider 
can determine. The premium promo- 
tion seems to have been tacked on as 
an afterthought, perhaps because some 


competitor was doing it, or maybe 
just because a salesman happened to 
call at the right time. 

This little discourse is not intended 
as a comprehensive guide to the use 
of premiums; but it will try to make 
some general observations to stimulate 
the only kind of premium use which 
makes sense—the use of premiums to 
increase Sales and profits. 

And this year of 1959 looks like 
one in which every coffee marketer 
should be deeply concerned with in- 
creasing his share of market. Not 
only will this concerted effort increase 
many of the individual company’s 
sales, it will also—if experience in 
other industries is a guide—increase 
the total consumption of coffee in the 
United States. 

Industrywide promotions, such as 
the Pan-American Coffee Bureau's, are 
often effective, but even more ef- 
fective is the impetus which can be 
given to coffee sales by aggressive 
selling of individual brands. 

Consumer premium promotions can 
get new customers for an existing 
brand in two ways: first by attract- 
ing customers who respond to the 
premium offer, and second by getting 
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IT’S UNBREAKABLE! 


it—Throw it in the drawer. 
It won't break. Homemakers will love it. j 


Liquid level can be seen thru the Nylon. Ounce markings make 
baster a suitable measure for other purposes. 


OTHER SUGGESTIONS: Roast Meat, Deep frying, Candy Thermometers 


Household and Outdoor Thermometers. 


From the home 
of the world's 
largest glass 
thermometer. 








tie-in 


with the 
premium that has 

proven 
universal appeal 


HEAD OF CHRIST 
SHADOW BOX 


The distinctive appeal and decora- 
tive qualities of this new item auto- 
matically make it a “must have” 
premium.* 

IDEAL FOR: 

Religious Programs 
Coupon Redemptions 
Trading Stamps 
Party Plans 
Club Plans 


201-X (illus.) Portrait is mounted 
ag ld metal filigree frame. American 
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Lady of Grace, Infant of Prague 


Call or write for details now. 
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Mirror Novelty Mfg. Co. 


MAin 4.7007 


*For the third consecutive year... 
AWARDED FIRST PRIZE FOR 
1958 as the most outstanding item 
in the Special Item Division of the 
General Merchandise Field. 





5'’2 QT. DUTCH OVEN 
i i 8 CUP 
Now available in ae aren 
. 22 QT. 
Deep Sea Turquoise or ven KeriLe 
sparkling Copper colored . . 
P a . PP aati Complete range of items, 
a ae See available as individual 
never need polishing. pieces or packaged sets. 


Finest, most popular cooking utensil premium on the market 
today 


For complete details, write to: 


WEAR®EVER ALUMINUM, INC. 


Premium Dept., Wear-Ever Bidg. New Kensington, Pa. 


For the newest thing in premiums 


always see CATTARAUGUS CUTLERY 


For spring and summer 


promotion this new long 
handled Bar-b-que set 
is a sure hit. Never be- 
fore has it appeared in 
the premium scene. It 
is brand new. Be the 
first to offer this novel 
set for your premium. 
You will be amazed at 
the quantity price. 
Sample only $4.50. 


Department C 


CATTARAUGUS CUTLERY CO. 


Little Valley, N. Y. 


greater attention for your advertising 
even from those customers who do 
not respond to the premium.  Re- 
search studies consistently show that 
ads with a premium offer get more 
attention for the product copy than 
other advertising. 

Self-liquidating premiums or straight 
giveaways are most useful for a quick 
“shot-in-the-arm’” for sales. Their 
major impact is felt very quickly. As 
a sampling technique to get new cus- 
tomers to try your product, this kind 
of promotion is unequalled both for 
economy and effectiveness. 

But, as in all other premiums, only 
creative merchandising will make the 
promotion a success. Too many cof- 
fee premiums have been plagued by 
the misconception that the premium 
must be related to the product. 
Measuring spoons are to be found 
in every household, yet measuring 
spoon premiums are probably the 
most frequently used. 

Every now and then a_ product- 
related premium offer comes along 
which is different and highly desirable. 
When it does (as in the case of 
Nestlé’s instant coffee carafe), it 
scores a real hit. 

But these are few and far between 
It is more important to get a wanted 
item of merchandise with good quality 
and value for the consumer than to 
get one which has some connection 
with coffee. 

Continuity promotions have proven 
their merit in keeping consumer loy- 
alty as well as in attracting new 
customers. Both the offering of sets 
of items (like housewares, tableware 
and china) and the premium coupon 
plan (where the customer saves cou- 
pons and redeems them for a selec- 
tion of merchandise from a catalog) 
have a tremendous appeal for most 
people. 

This appeal has been increased 
greatly in recent years by the trading 
stamp boom. Your retailers have 
done a missionary job for your own 
continuity promotions by getting 
people into the habit of saving tokens 
redeemable for merchandise and by 
proving to them that excellent mer- 
chandise can be obtained the premium 
way. 

Before the surge in trading stamps 
took place, many premium offers had 
to overcome an initial handicap of 
skepticism. This is no longer true. 
Public acceptance of premium offers 
today is at a new high. 
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Continuity offers usually start get- 
ting results more slowly than one- 
shot promotions, but their effect is 
cumulative over a long period of time. 

In many marketing situations, es- 
pecially in the grocery field, salesman 
and dealer incentives are as important 
as consumer promotions. Display 
space is always at a premium; private 
label competition for space and po- 
sition is probably as effective as price; 
and extra exposure at the point of 
sale means extra volume. 

Consumer offers, of course, make 
a strong talking point for the sales- 
men to use with grocers. There 1s, 
after all, not much new to talk about 
and little reason to ask for extra 
space or display. The talking point 
becomes even stronger if the dealer 
(be it the buyer or store manager) is 
given a free sample of the premium 
for himself or his family. (Some 
large supermarket chains do not per- 
mit this practice, but welcome the 
premiums for later use in store open- 
ing or similar promotions. ) 

Some of the most effective dealer 
and salesmen incentives, however, 
have no direct relationship to a con- 
sumer offer. These are designed to 
get the dealer to maintain inventory 
and shelf position, reorder frequently, 
and resist the blandishments of com- 
petitive brands. 

As for the salesmen, human psy- 
chology being what it is, the answer 
to the old saw about, “is money 
everything?” in this case is a qualified 
“no.”’ Merchandise premiums and 


awards usually are more attractive 
than the equivalent in cash prizes, 
bonuses or extra commissions. The 
quantity buying at 


premium prices results in merchandise 


reason is_ that 


offers with a greater real and/or ap- 
parent value than the cash you might 
be able to afford for the same sales 
results. 

In all these promotions, consumer 
or dealer, remember one thing: just 
because it is a premium, don’t use 
merchandise that you would not want 
to own yourself. A shoddy premium 


consumer. It is not only good ethics, 
it's good business. Deceive a con- 
sumer about the premium and _ she 
won't believe what you say about your 
product, either. 

These are only a few observations, 
hopefully pertinent ones. The Prem- 
ium Advertising Association of Amer- 
ica is a national trade association 
representing the companies and ad- 
vertising agencies who use premiums 
to increase their sales. The Associa- 
tion will be glad to answer queries 








(527 Lexington Avenue, New York 
E7, IN. ¥s). 


Coffee is cheaper than chairs 


A druggist whose patrons have to wait 
for a prescription to be filled has evolved 
a method to keep them happy while wait 
ing, reports Restaurant Management 

A card is given to them which is good 
for a free cup of coffee at a nearby 
restaurant. They are notified when to 
return. The druggist redeems the cards 
at a discount price. 

It solves several problems and brings 
customers both to the drug store and the 
restaurant 


...where 18 miles of deepwater 
berthing space enables ships to 
dock without delay, load or land your 
cargo faster! 


reflects on your company and your 
product. 

Today's consumer demands quality 
and value. What's more, today’s 
consumer has a pretty good idea of 
the real market value of most prod- 
ucts. It makes no sense to advertise 
a “$4.98 value for only 50¢’° when 
the premium can be purchased at 
retail for $1.98. Play it fair with the 


Write today for a free copy of the Port’s unique 1958 OCEAN SHIPPING HANDBOOK — 44 pages, 
over 80 photos! Address: SAN FRANCISCO PORT AUTHORITY, Ferry Building, San Francisco 6 
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Brazil, Colombia to bolster 
prices with larger withholdings 
than called for in Agreement 


Brazil 
maintaining their coffee price structures, and as an emer 


and 


gency measure they are withholding a much higher per- 
centage than that stipulated in the Washington Agreement 

In a joint statement, J.R.S. Hafers, New York chief of 
the Brazilian Coffee Institute, and Andres Uribe, New York 
representative of the National Federation of Coffee Grow- 
ers of Colombia, said that the Latin American coffee pro 
ducing countries were determined to take all necessary steps 
to prevent further price declines of green coffee. 

The drop in coffee prices was “not justified”, they said. 
Roastings were at seasonal highs and were well ahead of last 
year, while the price of coffee to the consumer was at its 
lowest level in eight years. In addition all countries that 
signed the Latin American Coffee Agreement in Washington 
lact September were maintaining their obligations fully, and 
some were actually exceeding them, so as to keep supply 
and demand balanced 

At an informal meeting in Mexico City, representatives 
of Brazil, Colombia, El Salvador and Mexico agreed to re- 
quest a meeting in Washington of the board of directors of 
the Latin American Coffee Agreement. Major item on the 
agenda, it was stated, would be steps to be taken by all 
signatory countries to maintain an orderly and disciplined 
flow of green coffee to the market in order to balance supply 
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CABLES: MARCEMARE 
RIO DE JANEIRO 


P.O.B. 2054 


SHIPMENTS FROM 


Colombia have announced their intention of 


(ALL QUALITIES) | 


and demand. 

Commenting on the Mexico City discussions, which were 
carried on in a ‘‘spirit of unanimity and cooperation’, Mr. 
Hafers and Mr. Uribe declared that it was agreed that the 
price of coffee had reached such levels as to pose a real 
threat to the economic, social and political structures of the 
coffee-growing nations, and that a serious crisis could be 
avoided only by the vigorous and united action of all 


countries concerned. 


Sees “‘cents-off’’ deal under heavy 


fire by retailers, consumers 


The gimmick currently under heaviest fire from food 
retailers and consumers is the well-known ‘‘cents-off” 
deal, according to R. W. Mueller, editor of the Pro 
gressive Grocer, commenting on the annual meeting of 
the Grocery Manufacturers of America, 

Scott Detrick, a leading Louisville retailer, told GMA 
members that when he counted the “‘cents-off’” deals in 
one of his stores, he found nearly 200 such offers, Mr. 
Mueller notes. 

He wasn't complaining about the extra labor required 
to repack and move regular stock to the backroom. He 
did complain, however, because the endless array of such 
deals was confusing shoppers, making them skeptical of 
the value of these “bargain,” and leading them to the con- 
clusion that anything sold at regular price was flagrant 


profiteering. 
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changes in railroad transportation 
(Continued from page 105) 





will be published. 

There is presently under consideration an amendment 
to extend the present carload rates on imported green 
coffee from Jacksonville, Fla., to destinations in Illinois, 
Indiana and Wisconsin, so that they will apply from other 
South Atlantic ports. 

The area to which Chicago piggyback rates were ort- 
ginally confined has been extended, so that now over 400 
square miles are covered. With recent extensions included, 
the additional suburban areas covered are: Morton Grove, 
Niles and Skokie, also the new Centex Industrial Develop- 
ment at Elk Grove, III. 

Effective December 17th, 1958, our piggyback tariff 
has also been amended to provide stop-off at East St. Louis 
for partial unloading of green coffee destined for Chi- 
cago, and this should be of considerable help to the 
roaster who requested this service. 

In the overall picture, as regards coffee, the Illinois 
Central RR has been working very closely with importers 
and roasters on the many and varied problems confront- 
ing the industry, and our operation now is geared to meet 
any condition or situation which could suddenly arise. 


can you get into coffee vending? 
(Continued from page 115) 





there are still great benefits to be derived from an ag- 
gressive approach to obtaining a share of this market. We 
strongly urge immediate action in this direction. The 
changing picture, in our opinion, makes this step most 
necessary if continued growth is to be expected. This is 
particularly true in areas similar to ours. 

Now to explain how we arrive at our present thinking 
regarding the future of coffee vending. First we have 
been fortunate in having been in the position of seeing 
the development from the earliest machines. Secondly 
our close association with most of the machine manu- 
facturers has been of invaluable help. Probably more 
important than the other two reasons is the fact that our 
long and friendly association with nearly all of the food 
service managers and many of the personnel and indus- 
trial relation directors in Detroit's major industries has 
helped to condition our thinking to their changing needs. 


new driers for coffee farms 
(Continued from page 126) 





Where electricity is not available, the driers are 
equipped with one of the three alternates, including a 
generator which is sufficient to assist in lighting the area 
where the drier is used. Each machine is pre-assembled 
and tested before it leaves the factory. These complete 
drying plants can be installed by unskilled labor in the 
field. The manufacturer always encloses enough spare 
parts to assure the grower continuous operation. 

American Drying Systems, Inc., is just in the process 
of making it possible for growers unable to pay in U. S. 
dollars to arrange payment in British pound sterling, 
German marks, French francs or Dutch guilders. This 
new currency move should prove beneficial to many coffee 
producing countries. 
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The coffee market is never stable. Our fast, authen- 
tic information on its activities will keep you abreast 
of its ever changing trends and assist you in 
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Ceolombia and the world's coffee surplus 


(Continued from page 12) 





all ways to hoard the foreign exchange by leaving it 
abroad. That surely becomes a very serious drawback to 
nations that are so much in need of capital for develop- 
ment and growth 

Colombia has had some of these difficulties, and is at 
present trying very hard and very intelligently, we believe, 
to solve them 
has austerely cut down on imports. She could not do 
otherwise, principally because of a heavy backlog of 
commercial debt, which by the way we understand has 
been and is being trimmed in a very laudable manner 
with the cooperation of American financial institutions. 

Colombia has a patriotic, popularly elected representa- 
tive government. It inherited serious problems, prin- 
cipally that of rural unrest and the commercial dollar 
debt. There seems to be no doubt, however, that both 
these problems are giving way under well-directed efforts. 
And in proportion, as the government and the nation 
gain the confidence of the Colombians themselves and of 
foreigners, both in stability based on popular support and 
in able financial and economic management, Colombia will 
no doubt once more go forward in her development and 
progress. 

Of course, in Colombia's foreign commerce, which is 


mainly with the United States, coffee has a dominant in- 


In the matter of balance of payments, she 


fluence. Not alone the price, important as that may be, 
but also—and perhaps even more—the quantity of coffee 
sold and exported in the year and translated into dollars 
will naturally affect the merchandise that Colombians can 
purchase abroad and that we and other countries can sell 
to them. More perhaps than for any other country, to 
Colombia coffee means dollars, to the extent of account- 
ing for some 85% of her total exports. 

in varying degrees, with all the American coffee coun- 
tries, the dollars they get for the quantity of the bean 
they ship out has an important direct relation to the sale 
of our manufacturers and other goods that we can ship to 
them. 

In the studies of the coffee situation in the world to- 
day, it may be well to emphasize that, contrary perhaps 
to other epochs, the producing countries of the Americas 
have in all their deliberations endeavored to bring in the 
consuming countries, and we believe that this is contri- 
buting to create a more understanding atmosphere than 
what regretfully existed at some times past. More people 
are also becoming aware of what two-way trade means. 
There is no question that with mutual goodwill and under- 
standing help for the coffee countries is being explored in 
their foreign exchange problems in ways that may be 
commercially sound and that will as much as _ possible 
avoid creating new complications. United States policies 
are geared to the stimulation and development of free 
enterprise and to the freer movement of goods and of 
capital among the nations of the world. 

Latin America can well make claim for consideration 
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as our closest ally in the defense of representative govern- 
ment and of that free enterprise system which has brought 
the United States to the pinnacle of world leadership. In 
this, Colombia, as she has in times past, should again 
become a worthy and outstanding example. No doubt we 
will help her in every way that is soundly possible. 

As an earnest of what Colombia is doing to put her 
affairs in order, we are pleased to publish the following 
items from a Banco de Colombia circular: 

“Up to Dec. 2—1958—Colombia had registered for ex- 
port this year 4,915,000 bags (60 kilo) representing U.S. 
$353,869,000. 

Import licenses for the period were trimmed down to 
$255,045,000. 

“The reserves of the Banco de la Republica in gold and 
dollars had increased at the end of November to $171,- 
355,000.” 


U. S. takes most of Guatemala’s coffee 


The United States is Guatemala’s biggest coffee customer. 
Since the war, the U. S. has taken about 85° of Guate 
mala’s coffee exports. 


coffee productivity 
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research. Maybe a global example will give you a better 
picture of what I am trying to point out: according to re- 
liable information, British East Africa, with a coffee produc 
tion of between 2,000,000 and 2,500,000 bags annually, 
has more coffee specialists than the whole of Latin America, 
which has a coffee production between 38,000,000 and 
410,000,000 bags annually. 

This disparity in scientific research places Latin America 
in one of the most difficult situations it has ever had to go 
through in its history. Things are even worse, since in the 
markets, too, she has the disadvantage of discrimination by 
preferential tariffs and the European Common Market. 

Will Latin America succeed in a short time in increasing 
its coffee productivity to compete successfully in the world 
market? Only time will tell. 

* “El Café en America Latina’, Problemas de la productividad y 


pespectivas. Published by ‘““Naciones Unidas y Organizacion para 
la Agricultura y la Alimentacion 


prices ... and consumption 
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of the coffee industry, at Boca Raton, would examine this 
point of utmost importance. The moment has come for 
an offensive of promotion to win back those consumers 
who, in the years of higher prices, changed to competi- 
tive drinks. 

We are now in a period of coffee over-production 
which is certainly not a temporary one. And the most 
rational way of fighting it is exactly an increase in con- 
sumption. The American housewife, by spending the 
same as she did some time ago, can consume a third 
more in volume. 

This is one of the objectives that we should aim at 
now. 
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coffee on the rocks 
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standard cargo ship loads to move it down here sacked, 
less than that in bulk. And at roughly 17 knots it would 
take about eight days from Santos to Ellsworth Sation 
(78° Lat. x 40° Lon.). That's 3,800 miles as the gull flies. 

And a handfull of U.S. Navy Seabees could store it 
neatly and securely in one shake of a polar bear's tail. 

Whether ten or 20 years in the deep-freeze would 
effect the flavor nobody knows. But a few tests will de- 
termine if there is any decided chemical or metabolic 
change in the green bean under these extreme tempera- 
tures. 

Ownership of the Antarctica coffee mines could be 
worked out in one of several ways. Title might be re- 
tained by the country of origin with freight charges on 
Uncle Sam's cuff. A World Coffee Bank might control 
it and dole it out. Or it might be purchased by the U.S. 
Government for later re-sale to the original owners or 
for re-sale in the open market 

But anyway, let’s say you move a few million bags 
down here. What has been accomplished ? 

1. First you have alleviated the current surplus prob- 
lem without destroying product 

2. You have built reserves to prevent disastrous price 
rises during the lean years. 

3. You with which to 


stock con- 


have permanent 


tinually balance world supply and maintain a fair price 
for all concerned. 

4. You have given the Iron Curtain countries a quick 
freeze on Latin courting. 

5. You have chilled Communist China’s reported plans 
to go into the coffee growing business. 

6. You have provided a new food supply for us 
Penguins. 

For the Birds 

R.S.V.P. 


Canada's thirst for coffee 


(Continued from page 128) 





Vancouver, B. C. The advantages of using Canadian ports 
of entry lie entirely in savings of inland freight and 
handling charges. These monetary advantages are par- 
tially offset by less frequent sailings from countries of 
origin to Canadian ports than to the ports of the U.S.A. 

As a result, a large quantity of green coffee destined 
for eastern Canada is imported on intransit bills of lading 
through New York, and importers bear the additional 
inland freight charges. During recent months, New 
York has been of great value to Canadian importers, be- 
cause of its wide selection of coffee of all types, both 
“afloat” and “spot.” The trade has taken full advantage 
of protecting its inventories, by purchasing from these 
positions. 


The use of “futures” by Canadian importers is not ex- 
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tensively used. Many of the smaller roasters do not buy 
large enough quantities of any one growth to justify 
the placing of a hedge. Therefore, they must gauge their 
buying to an estimated demand. This has, over the past 
year, created shortages of spot coffee and has helped main- 
tain inventories in a shorter position than usual, but cer- 
tainly not out of proportion with the inventory position 
of importers in other parts of the world, particularly 
when markets go into a general decline. 

Where are we headed? 

At the present, soluble coffee takes nearly 50% of the 
total Canadian consumer sales of coffee (Nielsen Food 
Index). Five years ago soluble’s share was only 22. 

Producers of soluble are therefore looking forward to 
further increased sales—based on improvements in quality, 
and a general wider use of solubles, also a continued in- 
tensive and aggressive promotion by national brand 
packers in Canada, 

The outlook for roasted coffee is equally as bright. 
Lower retail prices will undoubtedly bring increased buy- 
ing from the consumer. One large Canadian chain al- 
ready reports a substantial increase in sales. 

Further growth of both soluble and ground coffee will, 
of course, be accompanied by continued competition of a 
most aggressive type from other beverages, but the trade 
as a whole consider that growth and competition are 
partners in a healthy marketing picture. 

The outlook for Canada? 

To the advantage of the producer and the distributor 
alike, and the ultimate enjoyment of the consumer, Can- 
adians will drink more coffee brewed from both soluble 
and ground during the year 1959. 


soluble's third wave 


(Continued from page 77) 
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Other new elements in the current wave of interest in 


soluble coffee plants are the chain stores. It is true the 


chain stores have marketed soluble coffee under their 
private labels for some years. It has now become apparent 
to many of them that they are in a better competitive 
position with their own manvfacturing facilities. This 
advantage can result in better quality control as well as 
increased funds available for market development and 
advertising. 

Despite this loss of business, the private label suppliers 
have shown a most remarkable increase in production 
capacity during this period, This increase can be attri- 
buted both to increases in amounts taken by existing 
private label accounts and to an increase in the number 
of accounts. Naturally, the small number of large pro- 
ducers of soluble coffee who were active in the earlier 
periods have continued to expand their production facili- 
ties and have more than kept pace in the development of 
the market. 

Naturally, the path of the soluble business has not been 
an easy one, meeting first resistance from both estab- 
lished branches of the roaster gradually weakened, and 
for the most part these companies adopted the old adage, 
“If you can’t lick ‘em, join ‘em. Most roasters now have 
their own soluble product either manufactured directly or 
under private label. 


The resistance of the green coffee branch, however, has 
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been greater. But the third period has seen the beginning 
of what may be a trend in the industry that will result 
in the green coftee brokers handling soluble from off- 
shore and domestic plants, as they now handle imports 
of green coffee. It could well be that from this will de- 
velop the distribution of soluble from different types of 
coffee to be purchased by the marketing company for 
blending to suit the taste preference of any particular 
marke’ 

In any review of the development of the soluble coffee 
market, credit must be given to the pioneers in this in- 
dustry for their courage and persistance and for a job 
well done. After all, it has only been a few years from 
the days of early exploration in the period immediately 
following the war to the present era of generally accepted 
standards and established product qualities. 

Key factors 

This third period has also produced the so-called ‘‘aro- 
matized” product. The long-term position of this product 
seems to be still somewhat in doubt, and it is difficult 
to try to tie present increased interest in soluble plants 
in any way to this development. It seems more logical to 
accept the present interest in soluble plants as a natural 
sequence in this rapidly growing industry. 

If influential factors are to be cited in connection with 
the timing of the present wave, they might be stated 
as follows 

First, as regard plants in producting countries 
the natural 


these 


have probably been stimulated by factors 
ot producing at the source together with low labor rates 
in these countries and the ability to use product which 


cannot otherwise be exported and it, therefore, low in 


price. This latter factor has, of course, been emphasized 
by the recent restrictive trade agreements. 

Although it must, of course, be realized that the use 
of this restricted coffee for the manufacture of soluble 
product does not help the surplus problem, there are 
nevertheless inherent advantages. The quality of the 
green coffee exported for roasting purposes can be up- 
graded and the market for coffee can be expanded by the 
introduction of soluble in the producing countries. This 
has been a part of the plan of the companies already or- 
ganized and can be an important factor in increasing the 
world use of coffee not only in the producing countries 
but in other countries of the world, where coffee sells at 
a much higher price than it does in the United States. 

Secondly, the risk of going into a new type of business 
and the attendant fear has been largely eliminated by the 
years of successful operation in the soluble industry. Com- 
plete processing equipment for a soluble plant can now 
be purchased with confidence from a single supplier. Men 
with experience in operation are available to start up such 
a plant and turn it over as an operating unit to the pur- 
chaser, who may be a group in the coffee producing 
The “en- 


countries, a roaster, a chain store, or others. 


gineered approach” has eliminated the element of risk.” 

Thirdly, the increase in interest in soluble coffee equip- 
ment can be attributed to the fact that many of the users 
of private label brands have developed a market for their 
particular product to the extent they wish to control their 
own source of supply. 

All together, 1958, although a period of many prob- 
lems to the producer and the roaster, has been a period 
of increased confidence in the soluble field. 
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automation in coffee plants 


(Continued from page 108) 





Solution: Installation of two Continuous Roasters and 
Coolers, high capacity stoners and aut smatic delivery to a 
series of roast coffee storage bins. 

Operation: After roaster warm-up, Operator pushes button 
which actuates air cylinders to open roaster feed bin gates. 
The roasters have built-in automation of feed rate, roasting, 
transfer to cooling, cooling and discharge from cooling. The 
stoners lift the coffee to the stoner hoppers. The roast 
coffee storage bins are equipped with devices which auto- 
matically direct the coffee from the stoner hoppers to the 
bin or bins needing coffee. Should the roast coffee storage 
system near full, a series of lights warns the operator to 
slow or stop the roaster feed. 

Benefits: 1. Minimum operating costs are possible. 

2. Maximum quality control is achieved. 

3. Automation is simple—emphasizing easy-to-maintain 
mechanization wherever possible. 


CASE FIVE—ROASTING AND COOLING 


Type of Process: Multi-story, multi-batch roasting, multi- 
blend 

Problem: To add to three existing batteries, of thrce batch 
roasters and coolers each, an automatic system for feeding, 
roasting, cooling and delivery to stoners—in order to save 
operating costs and improve quality control. 

Solution: Installation of a master panel for each battery, 
with control components actuating gates, valves, timers, etc., 
in proper sequence to achieve the above—mentioned func- 
tions automatically. 

Operation: After the operator has made sure that an ade- 
quate supply of blended green coffee is available and that 
certain equipment has been set in “start position’, he 
switches each roaster onto automatic operation in sequence 
at timed intervals. From that point on the master panel 
takes over; and until the operator turns off the system after 
production of the desired number of batches, each step in 
the normal batch roasting and cooling cycle is performed 
automatically. In addition to complete automation of the 
battery, safeguards are also built into the system. It is also 
possible to cut any roaster out of the system, for purposes 
of cleaning and maintenance, without requiring any resetting 
of the automatic control components. 

Benefits: 1. Reduce perating costs considerably. 

2. Improve quality control. 


3. Permit better production scheduling. 


CASE SIX—ROAST COFFEE HANDLING 


Type of Process: Single-blend, multi-grind, three packing 
lines. 

Problem: To include in a new plant a control system 
which would insure an adequate but not excessive supply 
of ground coffee to each of three can lines, and would per- 
mit remote control of granulator feed and direction of 
ground coffee flow from panels located at the point of 
packing. 

Solution: Installation of roast coffee storage bins, seven 
granulators, elevators and conveyors, three large capacity 
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True-Flow Bins, and control panels for each packing line. 

Operation: A True-Flow Bin is mounted over each- 
packing line, and a control panel is located near each line. 
AEE nl ° Each panel includes pushbuttons for every granulator. By 
pte Greetings pushing a button, the packing department can direct the 
[3 


ground coffee from a particular granulator to a particular 
True-Flow Bin over the packing line needing the coffee. 
NATIONAL COFFEE ASSOCIATION For example, the ground coffee from granulator +6 can be 
directed to can line “B'—including automatic switching of 
elevator and conveyor discharges. As an added feature, 
WITH You IN MIND should a can line stop for any reason, the True-Flow above 
All America Cables and Radio, Inc., established the first it would near full and then actuate an air cylinder which 
direct telegraph service between the United States and would close the feed of roast bean coffee to the granulators 
the principal coffee centers of the Americas. upplying that can line. 
Benefits: 1. Complete control from the packing depart- 
WITH You IN MIND ment of the supply of ground coffee. 
AAC&R maintains more traffic offices in the principal 2. Savings in operating costs, by eliminating manual 
coffee centers of the Americas than all other American upervision of the flow of ground coffee from any of several 
telegraph companies combined — in many centers, the granulators to any of three packing lines. 
only American owned and operated telegraph office. 


TO THE MEMBERS OF THE 


CASE SEVEN—ROAST COFFEE 
WITH You IN MIND Type of Process: Soluble coffee production. 
AC&R System safeguards your messages by using both Problem: To deliver to the extractors 24 hours per day 


cable and radio — the only American international tele- sufficient ground coffee from an 8 hour per day roasting 
graph system offering the protection of dual facilities. plant. : 


—— ALWAYS ROUTE YOUR INTERNATIONAL TELEGRAMS —— Soluti Installati Fail ; ff 
ale basi Solution: Insta ) a large capacity roast coffee stor- 
“Via All America” Via Commercial” “Via Mackay Radio peg - on Se S ery ae: ee ee 
| age bin, an elevator, a special soluble coffee granulator, a 


AMERICAN CABLE AND RADIO SYSTEM | ground coffee storage bin, a scale hopper, and a control 


panel near the extractors. 

Operation: The roast coffee storage bin is kept adequately 
full by means of signals showing in the roasting room. 
When a batch of ground coffee is needed in an extractor, 
the operator pushes a button on the control panel. This 
actuates the discharge of a pre-set amount of ground coffee 


STANDARD BRANDS, Inc. from the storage bin into the scale hopper and thence into 


the conveyor feeding the extractor. As the ground coffee 

storage bin is drawn down, a gate on the roast bean storage 

IMPORT DIVISION bin is opened, and the elevator and granulator are started. 
When the ground coffee storage bin nears full, a device 

e shuts the roast bean feed and actuates a timer which per- 

mits the elevator and granulator to empty before shutting 


93 FRONT STREET down. 


Benefits: 1. Provides remote control liaison between solu- 


New York 5, N. Y. ble and roasting departments. 


2. Assures ready supply of ground coffee for extractors. 


Cable Address: STANCHAS 3. Cuts operating costs. 


° SUMMARY 


501 DE HARO STREET As can be readily seen from the above examples, coffee 
San Francisco, California plant automation can take many forms—each sensible only 
because it cuts operating costs and/or improves quality 

a control in a particular segment of a particular plant. 


At the same time, it must be borne in mind that these are 


500 NATCHEZ STREET only examples, and that automatic systems are available for 
New Orleans, Louisiana virtually any coffee plant process. 
Automation can offer you significant benefits. Now is the 


° time to consider it. 


CAIXA POSTAL 980 


Santos, Brazil They like coffee in Tea 


The latest social organization to be formed in Tea, S. D., 
is the Coffee Club, according to an Associated Press report. 
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technology cuts coffee can costs 


(Continued from page 109) 





the canned coffee pack would amount to 58% of all 
ground, packaged coffee sold. 

We also feel that hand-in-hand with this increased 
consumption will go a two-way spread in popularity of 
coffee containers among the public. 

It is a well-known fact, of course, that most of the 
canned coffee—about 90%— is sold in one-pound tins. 
The remaining 10% is made up of two-pound and smaller- 
than-one-pound containers. 

A trend to increased usage of both larger-than-one- 
pound and smaller-than-one-pound cans is beginning to 
develop. 

Housewives, encouraged by lower coffee prices, are be- 
ginning to purchase more and more two-pound cans of 
coffee. It’s too early to determine just what percentage 
of the market will be controlled by the two-pound can. 
but we're sure that sales will be higher than in years past. 


Four-ounce container 


On the other hand, the small, four-ounce container 
also is selling at a greater-than-ever pace. Primary outlet 
for this size can is for the vending trade, which uses the 
four-ounce can for “self-brewed’’ coffee in the can, in 
vending machines. Sales of the four-ounce can to the 
vending trade doubled from 1956 to 1957. 

However, we see an even greater market for the four- 
ounce can. This is for the “take-it-with-you” trade- 
travelers, outdoorsmen and the like. Some coffee roasters 
already have begun marketing the four-ounce product for 
this purpose. This small can, holding enough coffee for 
10 to 12 servings, is perfect for picnics, hunting trips and 
similar outings. 

These are the trends, the developments, the tangible re- 
sults that we can put our finger on. But it remains for 
the coffee industry and its many suppliers to continually 
merchandise the "perfect cup of coffee.” 

The theme, of course, is an old one. But the purpose 
never can be forgotten—to increase coffee consumption 
and educate the consumer on the values of a good cup 
of coffee. 

This educational program actually takes two sides, as 
far as we can see. One is the institutional field in which 
the coffee roasters and The Coffee Brewing Institute 
must play the dominate role. This is important, because 
we find that now, more than ever before, more coffee is 
being consumed “‘away-from-home,” in restaurants, ho- 


tels, institutions and at soda fountains. 


“Kitchen billboard” 


The other side of this campaign ts one that we, a5 a 
supplier, are vitally interested in—that of educating the 
housewife. We have helped along these lines by offering 
to the industry a “Kitchen Billboard” containing the 
“Secret To Making Good Coffee.” More specifically, 
this “Billboard” is a new can lid imprinted with in- 
structions on how to brew perfect coffee by drip, perco- 
lator and vacuum methods. Cost of the lids is shared with 
the roaster by Canco. 

Purpose of this is to return the housewife to the ac- 
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cepted brewing of about 45 cups per pound of coffee, 
as opposed to the 60-odd cups some people now are 
getting. The wishy-washy brew resulting from the latter 
method does nothing to promote sales of coffee—in fact, 
the consumer becomes discouraged with this diluted 
product. 

We believe that technology, together with increased 
merchandising and educational campaigns by roasters, 
trade associations and suppliers, will play the most vital 
role in keeping costs down, improving methods and 
products and thus sending to market a perfect blend for 
a ‘perfect cup of coffee.” 


regional trends 
in instant coffee blends 


(Continued from page 79) 





more firmly than ever the tradition of regional preter- 
ence. 

Is this apparent immovability of regional American 
tastes a cause for concern to the soluble coffee industry ? 
Not at all! Substitute for “immovability” the perhaps 
more appropriate word, ‘stability’. A stable situation is 
a favorable one, presenting no element of unexpected, dis- 
concerting change. The coffee industry can (blessed 
relief!) rely on one aspect of their business to remain 
constant. What, then, does it mean to the roaster and 
the retailer? 

It means that roaster and retailer are relieved of a 
number of problems that beset other industries. No time 
need be spent in guessing what blend the consumer 
might like. The coffee industry vows. No time, money, 
man-hours or materials need be wasted in devising new 
blends—new blends for the sake of novelty alone—for 
different parts of the country. 

The existing blends are what the consumer wants. 
The tasks—and costs—ot market research and develop- 
ment, promotion, advertising, consumer education are 
thus happily eliminated so far as new blends are concern- 
ed. Merely because they are freed from problems in 
these particular areas, roaster and retailer cannot sit 
blithely back and relax, expecting Mrs. Regional House- 
wite to clamor for her favorite blend. Knowing what 
regional preferences have been, are, and will in all 
probability continue to be, the industry can never for a 
moment ease up on efforts to make those blends better 
in quality. This job starts with the research department 
and the laboratory, and the quality control rooms. The 
refinement of manufacturing processes is the all-impor- 
tant job right here where the sales cycle begins. Such 
technical improvements heighten blend quality without 
danger of diverting it from its accepted position in its 
particular region. Better production techniques make 
instant coffee a more saleable profit-maker for the retailer, 
more appealing to the repeat customer. Product improve- 
ment and smart promotion make instant coffee irresistible 
to the woman who has never bought that brand—or an) 
brand—of instant coffee before. 

Although regional tastes have long since been clearly 
determined, the limits of the market for instant coffee are 
nowhere in sight—the possibilities for imagination and 
enterprising skill on the part of the manufacturer are 
endless. This is the challenge we ust accept. 
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“Mark my word” 


By MARK HALL 


PERSONALITY ROAD-BLOCKS 


If you want to get somewhere in your Cadillac, 
and can pass an alcoholic test, don’t set-up your own 
road-blocks. 

“Any man over forty is responsible for his face”. 
Thus said Lincoln as he turned down a job applicant. 

Why be host to a trait, or a whole set of them, 
which could become your “ball and chain”? 

What one thinks will sooner or later be confirmed 
in action, shows up as a wrinkle, a note in the voice, 
a mannerism, a pattern. 

None of these things shouid put a man in jail, 
but they could cause another to cross the street when 
he sees him coming, or have a previous engagement 
when invited to lunch. 

The man with the traits that cause others to react 
in such devious ways may be a good egg in most 
respects, but he always hatches a lame duck. 

The whole matter resolves itself to this: Why im- 
pair your personality with doubtful traits or indif- 
ference to the sensabilities of others? 

You can shake them off. Then the number one 
qualities of your personality would shine. They 
would have the power of projection, of attraction, of 
influencing people. 

You want your coffee salesmen to be dynamic, 
your executives not only to iead your men but to add 
prestige in your community. Or you may cherish 
some secret ambition of political preferment or hon- 
orary position. 

If you want these things, don’t set up your own 
personality road-block. 

















Iced instant coffee to be featured 


in new GCMI ad, promotion campaign 


Iced instant coffee will be featured in a full-page, full- 
color advertisement scheduled to run in Life magazine as 
part of the Glass Container Manufacturers Institute 1959 
advertising and promotion campaign. 

The over-all program, consisting of 22 full-page, full- 
color insertions in Life, will demonstrate the advantages of 
glass packaging for a wide variety of products. 

Trade advertisements have been 
tional trade publications, in support of the consumer cam- 


also scheduled for na- 


paign. In addition, merchandising suggestions will be pro- 
vided to packers and retailers, on how they may use the 
GCMI campaign on behalf of their own sales promotion 
activity. 

Since the ads contain no brand names, tie-ins may be set 
up on behalf of any glass-packed brand. 
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PUT AROMA AND ACTION INTO YOUR 
COFFEE DEPARTMENT WITH A GRINDMASTER. 


is the Chanel 
it’s just 100, 
pre- 


glass or heat 


Freshly ground coffee aroma 
+5 of the food business; yet 
absent at point-of-sale when 
ground and packed in can, 
sealed bag! 


AMERICAN DUPLEX CO. 
Grindmaster Self-Service Coffee Mills 
LOUISVILLE 2, KY. 


coffee is 





Edward Salerno joins Bowen Engineering; 


extensive background in soluble coffee 


Edward J. Salerno has joined the staff of Bowen Engineer- 
ing, Inc., North Branch, N. J., specialists in the manufacture 
of spray dryers and soluble coffee process equipment. 

Mr. Salerno has been en- 
gaged in the manufacture of 
soluble coffee since 1940. His 
18 years of experience have 
covered not only equipment 
design but the installation and 
start-up of a number of large 
soluble coffee plants. He has 
been assistant plant manager 
of the largest soluble coffee 
plant in the world, and has 
been active in management 
responsibilities of a broad na- 
ture in the soluble coffee iield, 
it is reported. 

Ralph T. 
that he feels the company is 


Reeve, president of Bowen Engineering, states 
“particularly fortunate in secur- 
ing the services of Mr. Salerno.” Mr. Reeve believes that 
Bowen is the only equipment manufacturer in the soluble 
coffee field which has on its own staff a man Mr. 


Salerno’s intensive operating experience. 


with 


With the addition of Mr. Salerno to the Bowen staff, Mr. 
Reeve pointed out this group now represents a cross-section 
of highly experienced design engineering and manufactur- 
ing, plus the know-how of operation based on many years 
of successful experience. 

“This group of equipment specialists makes it possible 
for Bowen to offer complete modern soluble coffee process- 
ing plants including the extraction, processing and spray 
drying equipment and the final packaging, and to assume the 
complete responsibility for placing the plant in operation,” 
Mr. Reeve said. 


Influence of temperature on coffee growth 


studied in IBEC Research Institute report 


The influence of temperature on the growth of the coffee 
plant, with special emphasis on root temperature, 1s studied 
in a research report issued by the IBEC Research Institute, 
New York City. 

The study is by Coaracy M, Franco, of the Instituto Agro- 
nomico, Campinas, Brazil. The work was carried out at 
the Earhart Plant Research Laboratory of the California 
Institute of Technology, Pasadena, Calif., under an IBEC 


grant. 


Ober now associated with American Bag 


Rihcard S. Ober, well known to coffee roasters in the 
East, is now associated with the American Bag & Paper 


| Sales Corp., Philadelphia, a leading manufacturer of coffee 
| bags for the institutional and food store markets. 


Mr. Ober is operating out of headquarters in New York 
City. He is representing the Philadelphia company in the 
larger New York metropolitan area. 

He was formerly with Arkell & Smiths, Hudson Falls, 


IN. Y. 
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” a Ship SAL ings 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 
Ahbl Trans Car—Ahlmann Trans Carib- 
bean Line 
Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
Arg-State—Argentine State Line 
Am-W Afr—American-West African Line 
B-Afr—Belgian African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 
Barb-W’ Afr—Barber-W est African Line 
Bl-Dia—Black Diamond Steamship Co. 
Brodin—Brodin Line 
Col—Columbus Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 
De mpster Elder Dempster Lines 
Dodero—Dodero Lines 
Ell-Buck—Ellerman & Bucknell §.§. Co 
Farrell—Farrell Lines 
Grace—Grace Line 
Granco—Transportadora Gran 
Colombiana, Ltda. 
Gulf—Gulf & South American Steamship 
Co., lx¢ 


SAILS SHIP 


ABIDJAN 


15 Afr Gley Farrell NY2/1 
16 Del Sol Delta N02/2 
26 Shonga Dempster NY2 
29 Afr Sun Farrell NY2 
Loulea Bl-Dia 

Del Viento Delta N02 
oti Dempste: NY2 
Afr Grove Farrell NY2/zZ 
Ondo Dempster NY3 
Del Campo Delta N03 
Afr Dawn Farrell NY3 


Afr Pilgrim Farrell NY3/28 
Del Monte Delta N04/6 
Afr Glen Farrell NY4/12 


WWWWNNNN NPD BB ee 


ACAJUTLA 


1/31 Copan UF ruit 


AMAPALA 
1/14 Byfjord UFruit 


ANGRA DOS REIS 


15 Del Oro Delta 2 Ho2/7 
/19 Montevideo Stockard 


29 ‘Del Alba Delta 16 Ho2/20 


IANUARY, 1959 





Hellenic—Hellente Lines Ltd. 
Hol-Int—Holland-Interamerica Line 
Independence- Independence Line 
Isthmian—Isthmian Lines, Inc. 
JavPac—JavaPacific Line 

Lawes—Lawes Shipping Co., Ine. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, Inc. 
Nedlloyd- -~Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 

PT L—Pacific Transport Lines, Inc. 


R Neth—Royal Netherland Steamship Co. 


Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Swed-Am—Swedish American Line 
Torm—Torm Lines 

UFrutt—United Fruit Co. 
Wes-Lar—W estfal Larsen Co. Line 
Yamashita—Yamashita Line 


COFFEE BERTHS 


LINE 


Rio de Janeiro Stock rd 
Del Valle Delta 
Del Rio Delta 
Buenos Aires Steckerd 
Del Aires Delta 
Del Santos Delta 


18 Nf2/20 Clsn2/22 Ba2/24 Pa2/25 


RPARRANQUILLA 


lrima BI-Dia Bo3/16 NY3/18 Nf3/20 Chsn3/22 Ba3/24 Pa3/25 


5 Bo2/8 Pa2/10 Ba2/12 


~ 


Choluteca 
Candida 
Loviand 
Marna 

A steamer 
Candida 
Loviand 


Ne 
NO 


NNNN eee 
ool adil 
Vo 


nN 
Se 


BARRIOS 


Lempa 
Jytte Skou 
A vessel 
Leon 
Trollegen 
Guatemala 
Christiane 
Arctic Tern 
Maria Anna 
Schulte 
Lempa 
Jytte Skou 


led Si oe ee 


UFruit 
UF ruit 
UF ruit 
UFruit 
UFruit 
UFruit 
UF ruit 


11 Robt. Bornhofen Granco 


UFruit 
UF ruit 
Mam 

UFruit 
UF ruit 
Mam 

UF ruit 
UFruit 


Mam 
UFruit 
UFruit 


DUE 


Abbreviations for ports 


Ai—Atlantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Chrisu 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Healifax 
Ho— Houston 


HR—Hampton Roaas 


|x—lJacksonville 
LA—Los Angeles 
M/—Montreal 

Mo Mobile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 


NN—Newport News 


Pa—Philadelphia 
Po—Portlana 
PS—Puget Souns 
Sa—Savannan 
SD—San Diego 
SF—San Franetsec 
Se—Seattle 

St. Jo—Saint John 
Ta—Tacoma 

l’a—V ancouver 


NY2/19 Bo2/22 Pa2/25 Ba2/27 


N03/1 H03/6 
N03/9 Ho3/14 


NY3/15 Bo3/18 Pa3/20 Ba3/22 


N03/23 Ho3/28 
N04/8 Ho4/11 


NY1/22 
Hol/22 NO1/26 
NY2/7 

Ho2/7 N02/9 
NY2/21 

Ho2/21 N02/23 
NY3/7 


Hol/17 Bol/21 
$ol1/15 NO1/18 
NY1/22 
NY1/22 
Hol/21 NO1/23 
NY1/28 
NY2/4 
Hol/28 NO1/31 
NY2/4 


NY2/5 
Ho2/4 N02/6 
NY2/11 





Important ingredient in every cup of tea 


DEPENDABLE OCEAN TRANSPORT. You can’t make 
a good cup of tea without it! 

Tea is super-sensitive. Easily affected by moisture. 
Susceptible to foreign odors. From the time it’s 
picked, through the stages of drying, rolling, fer- 
menting and firing, sifting, grading and packing, 
tea demands the most careful handling. This care 
must be extended all the way to market across thou- 
sands of nautical miles. For this kind of care, depend 
on AMERICAN PRESIDENT LINES. 


Aboard APL’s modern, 20-knot cargoliners, the 
tea is carried in clean, dehumidified ‘tween-deck 
holds. Well protected against flavor-tainting odors. 

APL’s long experience in solving intricate shipping 
problems is at your disposal today. Put that experi- 
ence to work by making our facilities an integral 
part of your own distribution system. 

Whatever you ship, wherever it’s going, send it 
by AMERICAN PRESIDENT LiNES--the line with the 
world on its schedule! 


AMERICAN PRESIDENT LINES + 311 CALIFORNIA STREET « SAN FRANCISCO 4 + CALIFORNIA 


COFFEE & TEA INDUSTRIES and The Flavor 





SAILS SHIP 


2/5 

2/7 

2/10 
2/12 
2/14 
2/17 
2/19 


A vessel 
Leon 
Trollegen 
Guatemala 
Christiane 
Arctic Tern 
Maria Anna 
Schulte 
Lempa 
Jytte Skou 
A vessel 
Guatemala 
Maria Anna 
Schulte 


2/21 
2/24 
2/26 
3/5 

3/12 


LINE DUE 


NY2/12 
Ho2/14 N02/16 
NY2/18 
NY2/24 
Ho2/21 N02/23 
NY2/25 


Mam 
UFruit 
UFruit 
Mam 
UFruit 
UFruit 


NY2/26 
Ho2/28 N0O3/2 
NY3/4 

NY3/5 
NY3/17 


Mam 
UF ruit 
UFruit 
Mam 
Mam 


Mam NY3/19 


BUENAVENTURA 


1/12 
1/13 
1/24 


1/28 Rio Guayas 


CORTES 


Leon 
A vessel 
Trollegen 
Christiane 
Arctic Tern 
Guatemala 
Lempa 
Jytte Skou 
Maria Anna 
Schulte 
Leon 
Trollegen 
A vessel 
Christiane 
Guatemala 
Arctic Tern 
Lempa 
dytte Skou 
Maria Anna 
Schulte 
A vessel 
Guatemala 
Maria Anna 
Schulte 


An 


NNR Re 


2 
2 
2 
y 
2; 
2 
2 
2/ 
2 


ee 


wn 
ann 
~ 


CRISTOBAL 


1/ Christiane 
1 Jersbek 

1 Marna 

2/ Copan 

2/ Candida 


Cd. de Medellin Granco 
Rep. del Ecuador Granco 
Cd. de ManizallesSranca 


Hol/23 NO1/28 
LA1/31 SF2/2 
Ho2/1 NO2/7 


Granco Ha2/11 Bo2/13 


Hol/21 NO1/23 
NY1/22 
NY1/28 
Hol/28 NO1/31 
NY1/28 

NY2/4 

Ho2/4 N02/6 
NY2/11 


UF ruit 
Mam 

UFruit 
UF ruit 
UF ruit 
Mam 

UFruit 
UFruit 


NY2/5 

Ho2/7 N02/9 
NY2/18 
NY2/12 

Ho2/21 N02/23 
NY2/24 

NY2/2; 

Ho2/28 N0O3/2 
NY3/4 


Mam 
UFruit 
UF ruit 
Mam 
UFruit 
Mam 
UFruit 
UFruit 
UF ruit 


NY2/26 
NY3/5 
NY3/17 


Mam 
Mam 
Mam 


Mam NY3/19 


Hol/22 NO1/26 
NO1/24 

Ho2/7 N02/9 
NY2/12 

Ho2/21 N02/23 


UFruit 
UFruit 
UF ruit 
UF ruit 
UFruit 


DAR es SALAAM 


Afr Planet 
Samarinda 
Afr Moon 
Lombok 
Sarangan 


1/16 
1/21 
2/5 

2/14 
3/17 


DJIBOUTI 
1/31 Samarinda 


2/24 Lombok 
3/27 § 


Farrell NY2/22 

Nedlloyd NY2/23 LA3/14 SF3/18 Po3/23 Se3/28 Va4d/1 
Farrell NY3/14 

Nedlloyd NY3/19 LA4/7 SF4/11 Po4/18 Se4/22 Va4/25 
Nediloyd NY4/19 LAS5/8 SF5/12 Po5/19 Se5/23 Va5/26 


Nedlloyd NY2/23 LA3/14 SF3/18 Po3/23 Se3/28 Va4/1 
Nedlloyd NY3/19 LA4/7 SF4/11 Pot/18 Se4/22 Vad/25 
yd NY4/19 LA5/8 SF5/12 Po5/19 Po5/23 Va5/26 


Nedil 





DOUALA 


1/13 
1/15 


Shonga 
Tatra 
1/18 Loulea 
1/24 Corneville 
1/26 Oti 

2/8 Afr Dawn 
2/10 Tana 
2/18 Irima 
5/& Afr Gien 


JANUARY 


Dempster NY2/13 Ba2/18 

Am-WAfr USA2/15 

Bi-Dia Bo2/16 NY2/18 Nf2/20 Chsn2/22 Ba2/24 Pa2/25 
Am-WAfr USA2/28 

Dempster NY2/27 Nf3/4 

Farrell NY3/14 

Am-WAfr USA3/15 

3!l-Dia Bo3/16 NY3/18 Nf3/20 Chsn3/22 Ba3/24 Pa3/25 
Farrell NY4/12 


1959 


SAILS 


SHIP 


LINE 


EL SALVADOR 


1/13 
1/16 
1/18 
1/20 
2/20 


Chili 

Stromboli 

Rep de Ecuador 
A. Voita 

A. Pacinotti 


GUATEMALA 


1/17 
1/17 
1/20 
1/21 
2/21 


Chili 

Stromboli 

Rep. de Ecuador 
A. Volta 

A. Pacinotti 


GUAIRA 


Rio Jacha! 

Rio Tunuyan 
Rio de La Plata 
Rio Jachal 

Rio Tunuyan 
Rio de La Plata 


LA1/23 SF1/25 Val/29 Se2/1 Po2/4 
LA1/25 SF1/30 Po2/3 Va2/7 Se2/12 
LA1/31 SF2/2 

LA1/27 SF1/30 Va /23 Se2/8 Po2/12 
LA2/27 SF3/2 Va3/5 Se3/10 Po3/14 


Italian 
italian 
Granco 
Italian 
Italian 


LA1/23 SF1/25 Val/29 Se2/1 Po2/4 
LA1/25 SF1/30 Po2/3 Va2/7 Se2/12 
LA1/13 SF2/2 

LA1/27 SF1/30 Va3/3 Se2/8 Po2/12 

LA2/27 SF3/2 Va3/5 Se3/10 Po3/14 


Italian 
Italian 
Granco 
Italian 
Italian 


Arg-State NY1/17 
Arg-State NY1/31 
Arg-State NY2/21 
Arg-State NY3/7 
Arg- State NY3/21 
Arg-State NY4/11 


LIBERTAD 


Jersbek 
Managua 
Byfjord 
Honduras 
Copan 


UNION 


Managua 
Honduras 
Copan 


LIMON 


10 
ll 
27 
/O 
10 
13 
27 


Choluteca 
Candida 
Marna 
Loviand 
Candida 
A steamer 
Loviand 


LOBITO 


1/19 
1/31 


Afr Sun 
Afr Grove 


LOME 


1/22 
2/22 


Loulea 
Irima 


LUANDA 


1/15 
1/17 
1/24 
1/28 
1/29 
2/14 
2/15 
3/1 

3/7 


Steenstraete 
Afr Sun 

Del Viento 
Burkel 

Afr Grove 
Dei Campo 
Afr Dawn 
Afr Pilgrim 
Del Monte 
Afr Glen 


Del Viento 
Afr Grove 
Del Campo 
Afr Dawn 
Del Monte 


UFruit 
Mam 
UF ruit 
Mam 
UFruit 


Ccrl/17 
Hol/28 
Cr*1/18 
NY2/10 
Cr2/4 NY2/12 


Hol/28 NO2/1 
NY2/10 
Cr22/4 NY2/12 


Mam 
Mam 
UF ruit 


NY1/21 

Hol/22 NO1/26 
Ho2/7 N02/9 
NY2/7 

Ho2/21 N02/23 
NY2/21 

NY3/7 


UF ruit 
UFruit 
UFruit 
UFruit 
UF ruit 
UF ruit 
UFruit 


NY2/13 
NY2/25 


Farrell 
Farrell 


Bo2/16 NY2/18 Nf2/20 Chsn2/22 Ba2/24 Pa2/25 
Bo3/16 NY3/18 Nf3/20 Chsn3/22 Ba3/24 Pa3/25 


B-Afr 
Farrell 
Deita 

B-Afr 
Farrel! 
Deita 

Farrell 
Farrell 
Delta 

Farrell 


B-Afr 
Farrell 
Delta 
Farrell 
Delta 
Farrell 
Deita 








SHIP LINE 


Afr Pilgrim Farrell NY3/28 
9 Afr Glen Farrell NY4/12 


MOMBASA 


24 Afr Plaret Farrell NY2/22 

24 Mayo Lykes Gulf2/24 

26 Samarinda Nedlloyd NY2/23 LA3/14 SF3/18 Po3/23 Se3/28 Va4d/1 
13. Afr Moon Farrell NY3/14 

19 Lombok Nediloyd NY3/19 LA4/7 SF4/11 Po4/18 Se4/22 Va4/25 
22 Sarangan Nediloyd NY4/19 LAS5/8&8 SF5/12 Po5/19 Se5/23 Va5, 26 


PARANAGUA 


10 Mormacgul’ Mormac LA2/10 SF2/14 Va2/18 Se2/24 Po2/27 
Iberia Norton NY1/29 Bol/31 Pa2/4 Ba2/5 
Granadero Dodero NY2/1 Bo2/4 Pa2/6 Ba2/7 Nf2/8 
Haiti Lloyd NY2/1 
Del Oro Delta NO2/2 Ho2/7 
Nyland Brcdin. B2l/30 NY2/1 Pa2/4 Bo2/6 StJo2/7 
Mormacdove Mormac Jal/3l1 NY2/4 Bo2/7 Pa2/9 Ba2/10 Nf2/11 
Montevideo Stockard NY2/5 Bo2/8 Pa2/10 Ba2/12 
Del Norte Delta N02/4 Ho02/9 
Antonina Brodin Ba2/10 NY2/12 Pa2/14 Bo2/16 StJo2/17 
Alpherat Hol-Int NY1/27 Bol/29 HR2/1 Chsn2/4 Ba2/6 Pa2/7 
Honduras Lloyd NO2/11 Ho2/18 
Mormacswan Mcrmac NY2/8 Bo2/11 Pa2/12 Ba2/15 
Peru Lloyd NY2/11 
Naviero Dodero NO2/11 Ho2/14 
Del Alba Delta N02/16 Ho2/20 
Mormacsurf Mormac LA2/24 SF2/27 Va3/10 Se3/10 Po3/13 
Mormacmail Mormac Jx2/14 Ba2/18 Pa2/20 NY2/21 Bo2/23 Ha2/25 


offers a fast fortnightly freight service 


between 
CALLAO 
PERU 


Rio de Janeiro Stockard NY2/19 Bo2/22 Pa2/25 Ba2/27 

Del Sud Deita N0O2/18 Ho2/23 

Mormachawk  Mormac Ba2/22 NY2/24 Bo2/27 Pa3/1 
Mormacisle Mormac LA3/10 SF3/13 Va3/17 $e3/23 Po3/26 
Mormactide Mormac Ja2/28 NY3/3 Bo3/7 Pa3/9 Ba3/11 Nf3 12 
Del Valle Delta NO3/1 H03/6 

Del Rio Delta N03/9 Ho3/14 

Buenos Aires Stockard NY3/15 Bo3/18 Pa3/20 Ba3/22 

Del Mar Delta N03/11 Ho3/14 

Del Aires Delta N03/23 Ho3/28 

Del Norte Delta NO3/25 H03/28 

Del Santo: Delta N04/6 Ho4/11 

Del Sud Deita N04/8 Ho4/11 


ECUADOR 
BUENAVENTURA 
COLOMBIA 


l 
1 
1 
1 
1 
1 
l 
1 
l 
1 
1 
1 
l 
1 
l 
l 
l 
GUAYAQUIL 1/28 Bahia SCross  NY2/17 Bo2/20 Pa2/22 Ba2/23 Nf2/24 
1/30 Mormacstar Mormac NY2/18 Bo2/21 Pa2/23 Ba2/25 Nf2/26 
: 
2 
2 
2 
2 
2 
2 
2 
2 
3 
3 
3 


NEW YORK 
PHILADELPHIA 
BALTIMORE 
NEW ORLEANS 
HOUSTON 


de JANEIRO 


Axeldyk Hol-Int NY1/27 Bol/29 Hr2/1 Chsn2/4 Ba2/6 Pa2/7 
Granadero Doders NO2/25 Ho2/28 

Brasil Mormac NY1/27 

Del Oro Delta NO2/2 Ho2/7 

Nyland Brodin Bal/30 NY2/1 Pa2/4 Bo2/6 StJo2 7 

Rio Tunuyan Arg-State NY1/31 

Haiti Lloyd NY2/1 

Montevideo Stockard NY2/5 Bo2/8 Pa2/10 Ba2/12 

Mormacsurf Mormac LA2/23 SF2/27 Va3/10 Se3/10 Po3/13 

Del Norte Delta N02/4 Ho02/9 

Naviero Dodero NO2/11 Ho2/14 

Antonina Brodin. Ba2/10 NY2/12 Pa2/14 Bo2/16 StJo2/17 
Honduras Lloyd NO2/11 Ho2/18 

Alpherat Hol-Int NY2/10 Bo2/12 HR2/15 Chsn2/18 Ba2/20 Pa2/21 
Peru Lloyd NY2/11 

Del Alba Delta N02/16 Ho2/20 

Mormacmail Mormac Jx2/14 Ba2/18 Pa2/20 NY2/21 Bo2/23 Ha2 25 
Bahia SCross NY2/17 Bo2/20 Pa2/22 Ba2/23 Nf2/24 
Siranger Wes-Lzr LA2/27 SF3/1 Po3/7 Se3/9 Va3/10 
Mormacisle Mormac LA3/10 SF3/13 Va3/17 Se3/23 P03/26 
Mormacstar Mormac NY2/18 Bo2/21 Pa2/23 Ba2/25 Nf2/26 
Rio de Janeiro Stockard NY2/19 Bo2/22 Pa2/25 Ba2/27 

Del Sud Delta NO2/18 Ho2/23 

Argentina Mormac NY2/17 

Campero Dodero NO2/25 Ho2/28 

Rio de La Plata Arg-State NY2/21 

Mormactide Mormac Jx2/28 NY3/4 Bo3/7 Pa3/9 Ba3/11 Nf3/12 
Del Valle Delta N0O3/1 H03/6 

Del Rio Delta N03/9 Ho3/14 

Rio Jachal Arg-State NY3/7 

Del Mar Delta N03/11 Ho3/14 

Buenos Aires Stockard NY3/15 Bo3/18 Pa3/20 Ba3/22 

Del Aires Delta N03/23 Ho03/28 


New York Discharging Berth 
Pier 27, East River 
WoOrth 4-3793 


WEST COAST LINE, INC. 


67 Broad Street, New York 4, N. Y. 
WHitehall 3-9600 


American Bank Bldg., New Orleans 12, La. 
TUlane 6751 
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SHIP LINE DUE 


Rio Tunuyan = Arg-State NY3/21 Regular Service 


Del Norte Delta. ©». NO3/25 Ho3/28 
Del Santos Delta N04/6 Ho4/11 eos “4: 
Del Sud Delta NO4/8 Hod/11 From The Principal Brazilian Ports To: 


Rio de La Plata Arg-State NY4/11 NEW YORK NEW ORLEANS 


enwtos Lloyd 


Axeldyk Hol-Int NY1/27 Bol/29 HR2/1 Chsn2/4 Ba2/6 Pa2/7 


Iberia Norton NY1/29 Bol/31 Pa2/4 Ba2/5 
Granadero Dodero NY2/1 Bo2/4 Pa2/6 Ba2/7 Nf2/8 
Mormacgulf Mormac LA2/10 SF2/14 Va2/18 Se2/24 Po2/27 


Del Rio Delta NO2/2 Ho2/7 

Nyland Brodin Bal/30 NY2/1 Pa2/4 Bo2/6 StJo2/7 

Brasil Mormac NY1/27 

Mormacdove Mormac Jx1/31 NY2/4 Bo2/7 Ja2/9 Ba2/10 Nf2/11 

a basis pe paged Owned and operated exclusively by the 

io Tu rg- e / aaa 

Montevideo Stockard NY2/5 Bo2/8 Pa2/10 Ba2/12 Brazilian Government, LLOYD BRASIL- 

Del Norte Delta NO2/4 Ho2/9 EIRO includes the American Line in its 

Antonina Brodin. Ba2/10 NY2/12 Pa2/14 Bo2/16 StJo2/17 list of services vital to Brazil’s trade re- 

Alpherat Hol-Int NY2/10 Bo2/12 KR2/15 Uhsn2/18 B.2/20 Pi2/21 lashes wits tee commercial come: of 

Mormacswan Mormac NY2/8 Bo2/11 Pa2/13 Ba2/15 e F 7 : . 
the world. The American Line maintains 


Honduras Lloyd NO2/11 Ho2/18 ‘ ar ege 
Naviero Dodero NO2/11 Ho2/14 regular service from the principal Brazilian 


a Lloyd NY2/11 coffee ports to New York and New Or- 

sl = “ — gy 7 Se3/9 Va3/10 leans, with facilities (as cargo offers) at 
aie f ‘ < 3 

Mormacsurf Mormac LA2/24 SF2/27 Va3/10 Se3/10 Po3/13 Philadelphia, Baltimore, Norfolk, Jackson- 

Bahia SCross | NY2/17 Bo2/20 Pa2/22 Ba2/23 Nf2/24 ville and Houston. 

Mormacmail Mormac Jx2/14 Ba2/18 Pa2/20 NY2/21 Bo2/23 Ha2/25 

Rio de Janeiro Stockard NY2/19 Bo2/22 Pa2/25 Ba2/27 

Mormacstar Mormac NY2/28 Bo2/21 Pa2/23 Ba2/25 Nf2/26 Bringing North and South America nearer each other, LLOYD 

Del Sud Delta NO2/18 H02/23 BRASILEIRO makes the Good Neighbor a Close Neighbor. 

Argentina Mormac NY2/17 

Campero Dodero NO2/25 Ho2/28 

Rio de La Plata Arg-State NY2/21 f 

Mormachawk sien Ba2/22 NY2/24 Bo2/27 Pa3/1 NEW YORK NEW ORLEANS 

Mormacisle Mormac LA3/10 SF3/13 Va3/17 Se3/23 Po3/26 17 Battery Place Queen & Crescent Bldg. 

Del Valle Delta NO3/1 H03/6 

Mormactide Mormac Jx2/28 NY3/4 Bo3/7 Pa3/9 Ba3/11 Nf3/12 

Del Rio Delta N03/9 Ho3/14 

Rio Jachal Arg-State NY3/7 

Del Mar Delta N0O3/11 Ho3/14 

Buenos Aires Stockard NY3/15 Bo3/18 Pa3/20 Ba3/22 

Del Aires Delta N03/23 H03/28 

Rio Tunutan Arg-State NY3/21 

Del Norte Delta N03/25 Ho03/28 WEST AFRICA ? 

Del Santos Delta N04/6 Ho4/11 

Del Sud Delta NO4/8 Hod/11 tS Experienced Coffee 


Rio de La Plata Arg-State NY4/11 
Importers Ship by 


TANGA | Belgian African Line 


Afr Planet Farrell NY2/22 
Samarinda Nedlloyd NY2/23 LA3/14 SF3/18 Po3/23 Se3/28 Va4/1 “aye REGULAR—FAST— DEPENDABLE 


Mayo Lykes Gui 2 24 ss 
a from MATADI — LUANDA — 


Afr Moon Farrel! NY3/14 


- 
Lombok Nediloyd NY3/19 LA4/7 SF4/11 Po4/18 Se4/22 Va4/25 . Le : 
Aranagan Nedlloyd NY4/19 LA5/8 SF5/12 Po05/19 Se5/23 Va5/26 , * ANGOLAN OUTPORTS 
to NEW YORK DIRECT 


(Partrimonio Nacional) 
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VICTORIA 


8 Del Oro Delta N02/2 4c2/7 
7 


Honduras Lloyd Ho2/18 ' , Our Pier 54, North River, 


Del Alba Deita N02/16 Ho2/20 


Del Valle Delta N0O3/1 1103/6 : on . dil ibl 
Del Rio Delta NO3/9 Ho3/14 + my is readily accessible for 
Del Aires Deita N03/23 Ho3/28 


Cel Santos Delta N04/6 Ho4/11 coffee deliveries and 


inspections. 
TEA BERTHS 
CALCUTTA General Agents 
BELGIAN LINE 
1/10 Exminster Am-Exp US2/18 
1/10 Exminster Am-Exp Bo2/16 NY2/18 Pa2/21 HR2/23 Ba2/25 INCORPORATED 


1/10 Temnaren Hellenic NY2/13 Pa2/17 Ba2/18 Nf2/20 63 Broad St., New York 4 


1/22 Excelsior Am-Exp US3/3 3 ° 
1/24 Steel Traveler Isthmian NY3/1 NO3/8 Whitehall 3-4949 
2/8 = Karinun JavPac $F3‘12 LA3/17 Po4/1 Se4/6 Va4/10 


759 








SAILS SHIP 


Steel Age 
Exemplar 
Santa Victoria 
Exchequer 


COCHIN 


Steel Scientist 
Steel King 
Temnaren 
Exminster 
Stee! Admiral 
Excelsior 
Steel Traveler 
Eastern 
Silvermoon 
Steel Age 
Steel Flyer 
Exemplar 
Exchequer 
Steel Architect 
Javanese 

Stee! Worker 
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Steel Scientist 
Tremayne 
Makrana 

Steel King 
Exminster 
Olga 

Stee! Admiral 
Steel Traveler 
Eastern 
Silvermoon 
Luna 

Steel Age 
Steel Flyer 
Exemplar 
Santa Victoria 


1 
1 
1 
1 
1/ 
1 
1 
1 
1 
2 
2 
2 
2 
2/2 


LINE 


Isthmian 
Am-Exp 
Isthmian 
Am-Exp 


Isthmian 
Isthmian 
Hellenic 
Am-Exp 
Isthmian 
Am- Exp 
Isthmian 
Prince 
Ker; 
Isthmian 
Isthmian 
Am- Exp 
Am- Exp 
Isthmian 
Prince 
Isthmian 


Isthmian 
Cunard 
Cunard 
Isthmian 
Am- Exp 
Maersk 
Isthmian 
Isthmian 
Prince 
Kerr 
Maersk 
Isthmian 
Isthmian 
Am-Exp 
Isthmian 


Bo2/11 NY2/12 

N02/16 

NY2/14 Pa2/17 Ba2/18 Nf2/20 

US2/18 

Bo2/24 NY2/25 

US3/3 

NY3/1 NO3/8 

Ha2/25 Bo2/27 NY3/1 Pa3/6 Ba3/8 Nf3/10 
NY3/5 

N03/19 

Bo3/12 NY3/13 

US3/19 

US3/31 

Bo3/27 NY3/28 

Ha4/3 Bo4/5 NY4/7 Pa4/12 Ba4/14 Nf4/16 
Bo4/10 NY4/11 


Bo2/1l NY2/12 

Bo2/15 NY2/17 Pa2/20 Nf2/22 Ba2/25 
$a2/13 NO2/18 Ho2/21 Ga2/23 
N02/16 

Bo2/16 NY2/18 Pa2/21 HR2/23 Ba2/25 
Ha2/15 NY2/18 

Bo2/24 NY2/25 

NY3/1 NO3/8 


Ha2/25 Bo2/27 NY3/1 Pa3/6 Ba3/8 Nf3/10 


NY3/5 
NY3/6 Ha3/20 
N03/19 
Bo3/12 NY3/13 
US3/19 
NY3/25 


SAILS SHIP LINE 


Am- Exp 
Isthmian 
Am- Exp 
Prince 
Maersk 
Isthmian 
Maersk 


25 Exchequer 

27 = Steel Architect 

28 Excelsior 
Javanese 

7 ~~ Laust 

12 Steel Worker 

20 Lexa 


DJAKARTA 


Maersk 
Isthmian 
Isthmian 
Maersk 
Isthmian 


Luna 

Steel Flyer 
Steel Architect 
Laust 

Steel Worker 


DJIBOUTI 


Isthmian 
Cunard 
Isthmian 
Am-Exp 
Am- Exp 
Isthmian 
Am- Exp 
Isthmian 
Isthmian 
Kerr 
Isthmian 
Am-Exp 
Isthmian 
Isthmian 
Am-Exp 
Isthmian 


Steel Navigator 
Tremayne 
Steel Scientist 
Exminster 
Exminster 
Steel Admiral 
Excelsior 
Steel Traveler 
Excelsior 
Silvermoon 
Steel Flyer 
Exemplar 
Santa Victoria 
Steel Architect 
Exchequer 

22 Steel Worker 
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HONG KONG 


Maersk 
Stockard 
Maersk 


1/18 Nicoline 
1/24 Ivaran 
2/3 Johannes 


DUE 


US3/31 
Bo3/27 NY3/28 
Bo3/1 NY3/3 Pa3/6 HR4/8 Ba3/10 


Ha4/3 Bo4/5 NY4/7 Pa4/12 Ba4/14 Nf4/1é 


NY4/3 MI4/20 
Bo4/10 NY4/11 
Ha4/13 NY4/16 MI5/5 


NY3/6 Ha3/20 
Bo3/12 NY3/13 
Bo3/27 NY3/28 
NY4/3 MI4/20 
Bo4/10 NY4/11 


NY2/3 NO2/13 

Bo2/15 NY2/17 Pa2/20 Nf2/22 Ba2/25 
Bo2/1l NY2/12 

US2/18 

Bo2/16 NY2/18 HR2/23 Ba2/21 Ba2/25 
Bo3/12 NY3/13 

US3/3 

NY3/1 NO3/8 

Bo3/1 NY3/3 Pa3/6 HR3/8 Ba3/10 
NY3/5 

Bo3/12 NY3/13 

US3/19 

NY3/25 

Bo3/27 NY3/28 

US3/31 

Bo4/10 NY4/11 


LA2/12 NY2/27 
SF2/13 LA2/15 NY3/2 Pa3/6 Ba3/8 
SF2/26 NY3/15 








GENERATION Ta 
GENERATION....... 


DUTCH 
KNOW-HOW 





JOINT SERVICE: Holland-America Line + Van Nievelt, Goudriaan & Co.’s Steamship Co. 


NEW YORK—Holland-America Line, General Agents, 29 Broadway, Tel. WHitehall 4-1900 * Discharge: Pier 1, Bush Docks, Brooklyn, N. Y 


Flavor 


Fie!d 








SAILS SHIP LINE DUE 


2/18 Marit Maersk LA3/12 NY3/27 

2/24 Dona Aurora Stockard SF3/17 LA3/19 NY4/4 Pa4/8 Ba4/10 
3/3 Sally Maersk SF3/25 NY4/11 

3/6 igadi Stockard SF3/27 LA3/29 NY4/14 Pa4/18 Ba4/20 
3/18 Jeppesen Maersk UL4/12 NY4/27 


KOBE 


/22 Howell Lykes Gulf 2/20 

/25 Nicoline Maersk LA2/12 NY2/27 

/30  Iwaran Stockard SF2/13 LA2/15 NY3/2 Pa3/6 Ba3/8 
9 Johannes Maersk SF2/26 NY3/15 

23 Marit Maersk LA3/12 NY3/27 

/2 Dona Aurora Stockard SF3/17 LA3/19 NY4/4 Pa4/8 Ba4/10 
9 Sally Maersk SF3/25 NY4/11 

12 Igadi Stockard SF3/27 LA3/29 NY4/4 Pa4/18 Ba4/20 
25 Jeppesen Maersk LA4/12 NY4/27 
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SHIMIZU 


Mist Pioneer NY2/2 Ba2/6 Nf2/10 Pa2/12 Bo2/15 
Chastine Maersk SF1/26 NY2/12 

Dona. Nati Stockard SF1/24 LA1/26 NY2/12 Pa2/16 Ba2/18 
Howell Lykes US2/20 

Nicoline Maersk LA2/12 NY2/27 

Ivaran Stockard SF2/13 LA2/15 NY3/2 Pa3/6 Ba3/8 
Johannes Maersk SF2/26 NY3/15 

Marit Maersk LA3/12 NY3/27 

Dona Aurora Stockard SF3/17 LA3/19 NY4/4 Pa4/8 Ba4/10 
Sally Maersk SF3/25 NY4/11 

Igadi Stockard SF3/27 LA3/29 NY4/14 Pa4/18 Ba4/20 
Jeppesen Maersk LA4/12 NY4/27 
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YOKOHAMA 


12 Dona Nati Stockard SF1/24 LA1/26 NY2/12 Pa2/16 Ba2/18 
12 Mist Pioneer NY2/2 Ba2/6 Nf2/10 Pa2/12 Bo2/15 
15 Chastine Maersk SF1/26 NY2/12 
26 Howell Lykes Gulf 2/20 
Nicoline Maersk LA2/12 NY2/27 
Ivaran Stockard SF2/13 LA2/15 NY3/2 Pa3/6 Ba3/8 
Johannes Maersk SF2/26 NY3/15 
Marit Maersk LA3/12 NY3/27 
Dona Aurora Stockard SF3/17 LA3/19 NY4/4 Pa4/8 Ba4/10 
Sally Maersk SF3/25 NY4/11 
Igadi Stockard SF3/27 LA3/29 NY4/14 Pa4/18 Ba4/20 
Jeppesen Maersk LA4/12 NY4/27 
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3 
3 
3 
3 


Coffee-Ette line of vending beverage 


mixes offered in cartoned packs 


The Coffee-Ette Food Supply Co., Baltimore, Md., is now 
offering its full line of vending beverage mixes—coffee, tea, 
hot chocolate and soup—in cartoned vend packs designed for 
precision dispensing. 

The cartons are made, formed and conveyed by a Kliklok 
machine supplied by the Boxboard & Folding Carton Di- 
vision of the Continental Can Co. 

Cartons for all 15 Coffee-Ette products are uniform in 
size, 4” long by 2 1/16” wide by 7/16” high. To dif- 
ferentiate between the products, each carton has its con- 
tents clearly printed on the side. 

The coftee package is marked “Coftfee-Kream-Sugar’’, all 
of which are powdered and easily dissolved in hot water ac- 
cording to individual taste. For extra convenience, each car- 
ton contains a four-inch stirrer stick. 

All six sides of the carton are closed, eliminating the need 
for a cellophane overwrap. A simple opening device ts 
provided on the carton top. 

Chosen after extensive testing, the Coffee-Ette carton, ac- 
cording to company officials, “is the perfect vend pack.” 
It is automatically formed, closed and coded on the Kliklok 
machine. 
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NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 
Fast Norwegian Motorships 


Coffee Service 


Brazil/U. S. Gulf 





General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
WhHitehall 3-1572 


New Orleans—Bieh| & Co., Inc., Sanlin Bldg. 
Housten—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 


Paranagua—tTransparana Ltda. 





FAST DEPENDABLE DELIVERY 


Buenos Aires—International Freighting Corporation, Inc. 
... of your mild coffees 


to United States markets ... rely on 


UNITED FRUIT @ 
COMPANY ) 


Regular Sailings between 
GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 

and 


NEW YORK - NEW ORLEANS - HOUSTON 


NEW YORK: 
Pier 3, North River 


NEW ORLEANS: 
321 St. Charles St. 
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An American Flag Freighter 
Every 10 Days 


from Buenaventura to 
and New 
Orleans. Our regularly 


Houston 


scheduled sailings, 
efficient cargo hend- 
ling and fast 
service can solve 
some of your 
green coffee 
inventory 


problems. | 


GULF & 
SOUTH AMERICAN 
STEAMSHIP CO., INC. 


821 Gravier St. 
New Orleans 12, La. 


In other cities call 
Lykes or Grace 


:*coffee”’ 
growing 
‘Central 
America 


om Ca », 

Mamenic Line. ; 

protecting the fine flavors of S. \ 
Central American coffees with 


vA 
Ss 
a7 


LA 


) 


and Nicaragua to 
U.S. Gulf 
and Atlantic Ports 


Biehl & Co., Agents All Gulf Ports 


26 Broadway, New York 4, N. Y. © Tel: WHitehall 3-9020 
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The Hoosier Coffee Co.'s exhibit at the recent Indiana State 
Restaurant Convention. Theme: ''Good Coffee Deserves Good 
Brewing." 


| Hoosier Coffee promotes better brewing 


| in exhibit at Indiana Restaurant Convention 


The Hoosier Coffee Co.. 
brewing in an exhibit at the recent Indiana State Restaurant 
Convention, held in Murat Temple, it is reported by Wallace 


Indianapolis, promoted better 


Strange, advertising manager. 


The Hoosier Coffee exhibit was one of four, called the 
Hospitality Center. The other companies 


Cottec Co.. the Koweba Wholesale Grocery Co. and King’s, 


were the Green 


Inc 

A booth with tables and benches, part of the Hoosier 
Coffee exhibit, was made available by King’s. To add color, 
a six-foot umbrella and table were set up. Across the front 
of the exhibit was a white picket fence, with two entrances. 

At one end of the exhibit was a coffee bean display, cen- 
tering on ‘The Story of Coffee’. At the other end was a 
coffee bar, dispensing from AerVoid containers beverage 
brewed at the Hoosier plant. 

The main backdrop for the exhibit was in blue. Across 
was a two-foot high sign, “Hoosier (Phoenix) 
Coffee Co.", in silver-flittered coffee-colored 
background. Under the sign were arrayed flags of the 
Pan American coffee countries, with cutout map identifica 


the top 
letters on a 


tion signs. 

On the backdrop was hung a sign with the main theme: 
Good Coffee Deserves Good Brewing”. “Fun 
with Coffee’’ were mounted on placards at eye level. The 
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OVER 
TWENTY-FIVE 
YEARS OF 
CONTINUOUS 
DEPENDABLE 
SERVICE TO 
THE COFFEE 


TRADE 


STOCKARD 


STEAMSHIP 
CORPORATION 


17 BATTERY PLACE 
WEW YORK 4, N.Y. 
Wuitehall 3-2340 


BALTIMORE: 
239 East Redwood St. 
PHILADELPHIA: 


AGENCIA de 
VAPORES GRIEG S/A 


Rio de Janeiro 
Praca Maua 7 


Santos 
Praca de Republica, 46 











NOUSTRIES ana 





recipes drew many comments, and hundreds of copies of the 
booklet were distributed. 

During the exhibit, records of Latin American music were 
played. 

Hoosier Coffee feels it was time and money well spent, 
‘Many favorable comments were re- 
ceived, and more than 5,000 people passed through our 
space in the three-day period.” 


Mr. Strange indicates. 


The exhibit displayed no equipment this year, but fea- 
tured the serving of coffee (more than 3,000 cups in the 
three days), distribution of a variety of literature and gifts, 
and the making of personal contacts. 


McGarvey-Atwood Coffee Co. now fully 
owned by Bob McGarvey, Sr., Henry Atwood 


The McGarvey-Atwood Coffee Co., Minneapolis, 1s now 
fully owned by Robert M. McGarvey, Sr., chairman of the 
board, and Henry M. Atwood, president. 

Mr. McGarvey last month confirmed reports of the re 
purchase of outside stocks 

The McGarvey-Atwood Coffee Co. is a merger of two 
regional companies which joined on July Ist, 1956, and 
then had, in part, outside interests in ownership. The re- 
purchase of all outside stock became effective August 5th, 
1958. 

Other officers of the company include Robert M, Mc- 
Garvey, Jr., vice president; Harry Riley, vice president; E 
H. Goblirsch, secretary, Philip D. Hawthorne, assistant sec- 


retary; Clifford W. Call, treasurer. Directors are Mr. Mc- 
Garvey, Sr., Mr. Atwood and Mr. McGarvey, Jr. 

No changes in officers or personnel have been made. The 
combined business of both companies since the merger have 
topped the previous total for both, Mr. McGarvey reported. 

The firm’s brands are Atwood’s Happy Blend and Mc- 
Garvey's Flame Room Coffee, with a wide distribution in 
the upper Midwest. The company is also in the institutional 
market—with the largest business in the area, Mr. McGar- 
vey indicates. 

More than 20 McGarvey-Atwood sales representatives call 
on hotels, restaurants, clubs and hospitals in the five-state 
territory. Seventeen salesmen cover the retail stores. 

"The idea of being on the open market again and having 
several fine green coffee importers handle our supplies has 
Mr, Mc- 


1959 looks bright, with a large increase 


been a tremendous advantage to the company,” 
Garvey, Sr., said. 
in overall coffee tonnage.” 


Ed Gaynor Coffee Co., Pocatello, bought 


by Cook Tea & Coffee Co., Salt Lake City 


The Cook Tea & Coffee Co., Salt Lake City, Utah has 
purchased the Ed Gaynor Coffee Co., Pocatello, Idaho, it 
was announced by A. Keate Cook. 

New personnel representing the Cook Tea & Coffee Co 
in Pocatello are Jim Cecala, whose appointment as sales 
manager was announced by Mr. Cook, and also Lynn Pelle 


tier . Both Mr. Cecala and Mr. Pelletier have moved their 





Brazil 





BRODIN LINE 


Regular Service for the Coffee Trade 


TO 


United States North Atlantic and Eastern Canadian Ports 
THOR ECKERT & COMPANY, INC., Asents 


19 RECTOR STREET, NEW YORK 6, N.Y. @ 





Ports 


Digby 4-8686 








Maersk Line serves 


West Africa to U.S. Atlantic and Pacific Coast Ports 


Monthly 
arrivals from 
MATADI 
DOUALA 
ABIDJAN 


FREETOWN 


via fast modern 
cargo liners 


ANUARY 195° 


MOLLER STEAMSHIP COMPANY, INC. 


General Agents 
30 Broad Street, New York 4, N.Y.* HAnover 2-1500 


West African Agents 
MATADI: Agetraf, 5.C.A.R.L., 3 rue de Vivi, P. O. Box 36, Matadi, 
Belgian Congo 
DOUALA: Societé Navale Delmas-Veiljieux, P. O. Box 263, Douala, 
Cameroons. 
ABIDJAN: Societé Navale Delmas-Veiljeux, 17, Avenue Louis Barthe, 
P. O. Box 1281, Abidjan, Ivory Coast. 


FREETOWN: J. P. Holmen's Successor Ltd., P. O. Box 130, Freetown, 
Sierra Leone. 
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COFFEE PLANT 
EQUIPMENT FOR SALE 


Fully equipped Coffee Roasting and Packaging 


Plant—Equipment consists of: 


2—i#22 (8-bag) Burns Thermalo Roasters 
for gas fuel complete with stoners, feed 
hoppers, motors, stirflex coolers and smoke 
eliminators. 

1—(20-bag) complete green coffee cleaning 
and blending system. 

1—1 Ib. Pneumatic Coffee Bag Machine, com- 
plete with bag maker, 4-head weight scaler 
and filler, and bag closer, units. 

All equipment above is in excellent condition. 
Prices are most reasonable. Equipment is located 


in St. Louis Plant which is to be closed. Equip- 


ment may be inspected in operation. 


For more details, contact: 


E. S. MAHANY 
THE KROGER CO. 
1240 State Street 
Cincinnati 4, Ohio 
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Maximo Stahl & Cia. Sucesores 


Established 1896 


Cable Address '"MASTAHL" ail Codes 
Head Office: GUATEMALA CITY 
RETALHULEU 


Branches: COATEPEQUE ESCUINTLA 


General Agents 


RETALHULEU COFFEE COMPANY 
COFFEE EXPORTERS 














COFFEE 


Where you want it... when you want it... 


%& Your coffee arrives m perfect condition shipped Argentine 
State Line . . . 13 days from Santos, 12 from Rio to our 
modern terminal, Pier 25, North River, New York 

%& Fast modern freighters plus 3 new passenger liners serve 
the East Coast of South America . . . immaculate holds, 
skilled handling by experienced crews eliminate damage 
or flavor contamination. 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell Inc., General Agents 
24 State St., New York 4, BO 9-5660 


families to Pocatello from Salt Lake City, and will now 
become permanent residents of Pocatello. 

The Cook Tea & Coffee Co. is one of the oldest food 
businesses in Utah, having been stablished in 1900 by the 
late A. H. Cook. It is presently owned and operated by 
his three sons, Keate, Bob and Charles Cook. The com- 
pany operates extensive coffee roasting facilities in Salt Lake 
City and distributes its products through restaurants, as well 
as store ground, whole bean coffee through grocery outlets. 

Its products are Cook’s Ankola Coffee, Chefs Brand 
Coffee, and new Cook's Ankola Instant Coffee, on which 
store distribution has just begun in the Salt Lake—Ogden 
area, 

Mr. Cook announced that the existing offices, warehouse 
and roasting facilities in Pocatello will continue to be main- 
tained, and that grocery distribution of Cook’s Ankola coffee 
products will start in Idaho after January Ist, supported 
by substantial merchandising and promotion. 

Mr. Gaynor will continue with the new firm, providing 
the same service and personal attention which the Gaynor 
Company has offered for 20 years, since Mr. Gaynor bought 
the business in November, 1938. It was founded in 1918 
by the Sponnburg Coffee Co. 


Brazil reported ready to meet 


challenge of Africans for solubles 

Brazil is preparing to meet the challenge of the increas- 
ing use of soluble coffee, according to reports from Rio de 
Janeiro. 

The Brazilian Coffee Institute announced that Brazil 
would sell inferior grades of beans at prices competitive with 
the African Robusta type, which is used for the soluble 
form. The Brazilian government was said to hold 10,000,- 
000 bags with which to wage a price war against the 
Africans. 

To stimulate the building of soluble plants in Brazil, the 
government has granted exporters of soluble coffee an ex- 
change rate of 92 cruzeiros to the dollar. This compares 
with the 47-cruzeiro rate allowed exporters of the best grade 


of beans. 


where are we? 
(Continued from page 42) 





formation on household purchases, which occur at the 
end of the distributive pipeline for the home segment of 
the coffee market, is another indication. At the present 
time we estimate that coffee consumption increased 1.99% 
in 1958 over 1957. This is approximately the same as the 
historical percentage increase of 2% per year and the 
same as the percentage increase in population during 
1958. We therefore conclude that per capita consumption 
of green coffee remained about the same as in 1957, as 
15.7 Ibs., and that the rise in aggregate consumption fe- 
sulted from an increase in the coffee-drinking population. 
Table 1 shows the steps in calculation of net civilian 
visible disappearance of coffee, which is a measure of how 


(Continued on page 171) 
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Los Angeles coffee 


“plantation” near harvest 


Bill White, secretary-treasurer of the 
Huggins-Young Coffee Co., has his own 
coffee plantation. However, I see no 
reason for real alarm for the coffee 
producing countries of Brazil, Colombia, 
etc., because this particular plantation 
consists of only seven trees. 

Several years ago, Bill received from 
Guatemala, fertile coffee beans 
which he planted in the usual small 
flower pots. His method of raising these 
coffee plants was very much the same as 
used in Central and South America 
However, much more care had to be 
used, due to the great difference in the 
climate here in the United States. When 
he felt it was time, he transplanted these 
trees to the front of his roasting plant, 
at 4618 Pacific Boulevard, in Los Angeles 

Now two of 
feet in height, and are loaded with beans 
sill is constantly guarding against frost, 
so at this particular time of the year he 
keeps them covered with coffee bags 
which are stretched on a frame 


some 


these trees stand seven 


He expected to harvest his crop about 
Christmas time, when the beans should 
have been matured. He figured on get 
ting about one and a half pounds off of 
the largest tree and possibly one pound 
from the smaller one 

The strange thing about all of this is 
that people rarely take notice of the 
trees until they are told they are coffee 
trees, which is most unusual here in the 


United States. Then all are most eager 
to give them close appraisal. 


Medical society 


praises coffee-break 


“To one who is dedicated to work, a 
mid-morning coffee or a mid-afternoon 
tea is a means of facilitating production.” 
the Journal of the Medical Society of 
New Jersey said recently. “To one who 
is bored by work, the coffee break is the 
best time of the day.” 

The Journal declared that coffee “is 
not only a cheering stimulant but a safe 
one. Not a single human fatality has 
ever been reported from coffee. It makes 
no one drunk, robs no one of his dignity, 
lulls no one into Nirvana (oblivion).” 

The Journal noted that coffee peps up 
the heart muscle, increases blood flow to 
the heart’s arteries, expands the blood 
vessels in the arms and legs, keeps the 
kidneys busy, juices up the stomach, helps 
the body burn food better and even serves 
as an antidote for some poisons 


Louisiana offers tourists free 


coffee, finds they like it 


Tourists are a_ coffee-drinking bunch 
As the year rolls to a close, the Louisiana 
Tourist Bureau calculates 70,136 cups of 
coffee have been served to tourists visit- 
ing Louisiana during 1958. 

Luzianne Coffee, donated by the Wm 
B. Reily Co., New Orleans, is offered free 


to travelers registering at the six tourist 
information stations located on the major 
highways entering Louisiana. 

\pparently, however, not all the visitors 
to Louisiana were willing to try Louisi- 
ana’s famous coffee, for tourist registra- 
tions at the stations in 1958 came to 119,- 
S74 


Railroad builds goodwill 
with free coffee-break 


The Missouri Pacific is using the coffee 
break to help build goodwill and—officials 
of the company hope—more 
trattic 

Passengers on Missouri 


passengel 
Pacific traims 
are receiving free coftee in the mid-morn 
mid-afternoon, 
president of — the 


ing and according — te 
Russell L 
railroad 

The coffee is being served on 14 trains 
Waiters from the dining cars offer tree 
coffee to all passengers aboard, in coaches 
as well as in Pullman cars 

This is one of several ideas Missouri 
adopted during the 


Dearmont, 


Pacific officials have 
past year to help win back lost passenger 
volume 


Coffee-break is old 


stuff to Argentines 


Argentine city dwellers 
art of the coffee-break 
North 


MaLaZine saVs 


perfected the 
long before it 
became popular in America, the 


National Geographic 





Coatepec, Ver. Mexico 





JUAN E. MARTINEZ SUCS., S. bE R. L. 


EXPORTADORES DE CAFE 


JALAPA, VER. MEXICO 


Cable: JEMAR 


Teocelo, Ver. Mexico 











General Agent 





SOUTHERN CROSS LINE 


Brazil to United States 
Atlantic Ports 


COSMOPOLITAN SHIPPING COMPANY, Inc. 
42 BROADWAY, NEW YORK 4, N. Y. 


COSMOPOLITAN SHIPPING COMPANY, Inc. 
42 BROADWAY, NEW YORK 4, N. Y. 


DODERO LINES 


Brazil to United States 


Strachan Shipping Company 


(F.A.N.U.) 


Gulf Ports 


General Agent 


Gulf Agent 








JANUARY 19oS9 











Importers 


to the Tea Trade 
since 1846 























Carter, Macy Company, Inc. 


37-41 Old Slip, New York 5, N. Y. 


MEMBER: TEA ASSOCIATION OF U.S.A. 

















tea consumption in U. S. in 1958 
highest level in history 


at second 





The United States tea industry is riding the crest of 
a sales wave which will carry 1958 consumption to the 
second highest level in history, according to a year-end 
statement by Robert Smallwood, chairman of the Tea 
Council of the U.S.A., Inc. 

“This sales health, which is expected to continue in 
1959,” he declared, 
of the rise in unemployment, the decline in consumer 


“is particularly significant in view 


buying power, and the general economic slowdown which 
began in mid-1957 and continued throughout most of 
1958. 

“For the year now closing,’ Mr. Smallwood noted, 
“total tea sales to groceries and institutions are estimated 
at 108,100,000 Ibs. Only in 1954 was this figure topped, 
but the factors leading to the peak sales year were artificial 
in nature. During that period, frosts in Brazil sent coffee 
prices skyrocketing and tea sales soared to 112,200,000 
Ibs.”’ 

Sales to consumers via grocery stores alone inc reased 
to 81,700,000 Ibs. in 1958, up 2% over the 80,300,000 
Ibs. in 
estimated 3% rise in total food store tonnage sales during 
1958 


1957. This gain compares favorably with the 


Sales in food stores up 


Total grocery store tea sales this year represent a 20% 
increase since 1951. Barring any unforeseen international 
complications or domestic economic reversals, this uptrend 
should accelerate in 1959, with sales gains of more than 
6% over 1958 anticipated 

The trend to tea bags continued to gain in 1958, with 
56% of the year's volume sold in that form. Loose tea 
accounted for 419%, while instant tea represented 3% of 
sales. 

Imports of tea into this country during 1958 showed 
a 3% decline, Mr. Smallwood said. However, he pointed 
out, this was due largely to tighter inventory controls 
by importers and distributors in their efforts to bring 


With 


equilibrium now fairly well accomplished, imports are 


supply and demand in to closer balance. this 


Industry-level and brand 


expected to increase significantly in 1959 to fill the re- 


I 
quirements of expanding consumption 

The tea industry's overall optimism for 1959, Mr. Small 
wood asserted, stems from the stepped-up promotion and 
advertising plans—collectively through the Tea Council, 
and individually by the brand packers. 

Concluding its eighth year of operation, the Tea Council 
of the U.S.A., Inc. 


agency, jointly owned by the 


a non-profit, international promotion 
) governments of India, 
Ceylon and Indonesia, and the Tea Association of the 
U.S:A. 


recently launched a $1,200,000 “hot tea’’ adver- 
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At the lease-signing ceremony for the new Tea Center, to open in 
New York City in the fall of 1959. Seated, from left: Robert Small- 
wood, chairman, Tea Council of the U.S.A., Inc.; William Decker, 
president, Corning Glass Works. Standing: A. P. Venkatsewaran, 
consul general of India, New York City; S. G. Ramachandran, first 
secretary (commercial), Embassy of India; Kweedjiehoo, consul 
general of Indonesia, New York City; Annesley de Silva, counselor, 
Embassy of Ceylon. 


tising campaign which will run in 18 major U.S markets 
through the early part of March, 1959 

This program, the major portion of the Council's 1958 
SY $2,300,000 promotion budget, 1S expected to deliver a 
total of one billion home messages about hot tea. 

These messages are straightforward and simple,’ Mr 
Smallwood said, “and are directed to those who recognize 
distressing elements in their hot beverage habits, but 
do nothing about it; and to those who have already made 
the change to hot tea but seek confirmation of their de 
cision.” 


Most important development 


Perhaps the single most important development in the 
tea industry since the inception of the Tea Council, the 
industry leader said, was the recent announcement that a 
U.S. Tea Center will open in New York in the fall of 
1959. 

The Tea Center, a modern five-story building at 16 East 
56th Street, will serve as the focal point for all industry 
promotion and education activities. Facilities will be pro 
vided for food industry seminars, product and cultural dis 
plays from the tea producing nations, and demonstrations 
and films for educational and social groups and clubs 

In broad terms, the Tea Center will be a new, major 
tool for the promotion of tea in the United States; a new 
institution for in 


reasing the importance of tea in the 


minds of people. 
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These are the new 
tea tins with which 
John Wagner & Sons 
expects to boost its 
gourmet line sales 


many times over. 


Colors are brilliant. 


See new tea containers bvosting 


Wagner gourmet tea sales 800% 
John L 


gourmet teas in brightly-colored, lithographed metal con 
Clark Manufacturing Co., 


Wagner & Sons has repackaged its line of 


tainers made by the J. L 
Rockford, II] 

According to Ralph T 
the new containers are expected to boost the company’s 
tea sales by 700 to 800% ! 

The Wagner company formerly packaged its gourmet 
teas in black-and-gold, metal-end fibre containers which 


Starr. Wagner vice president, 


were identical except for the name of the particular type 


of tea Each of the new, all-metal containers is litho- 


graphed in a distinctive, three-color combination, and 
different combinations are also used for a given type of 
tea packaged loose and packaged in tea bags. Though 
the new containers are modern, certain design elements 
were planned to preserve the antiquity associated with 
the Wagner name. 


New Jersey had a Tea Party, too 
Everyone knows about the Boston Tea Party. 


New Jersey had one, too. 
This came to light recently when 40 horsemen dressed 
is Indians galloped into Greenwich, N. J., and set fire, 


It seems 


to several chests of tea. 

They were commemorating the New jersey Tea Party 
of December, 1774, came after the more famous 
Boston Tea Party. 

Many of the Greenwich villagers stood by, amused, as 
their neighbors made like the indignant colonists who 
burned tea to show displeasure with the British tea tax. 


which 


Frank Cho on visit to Formosa 

Frank Cho, of the Formost Tea Corp., New York City, 
flew to the West Coast last month for a trip to Formosa, 
where he will meet with tea shippers he represents in the 


United States. 
He also expected to join his relatives on Formosa for 


the holidays. 
While there, he will visit the better tea producing 


areas en the island. 
He expects to return to the United States at the end 


of January 
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can Indian tea keep its world share? 





In tea, as much as in other world commodities, patterns 
of world production and consumption are shifting. Where 
does India stand now in the world market? What lie: 
ahead? The answers in this article are from the UPASI 
issue of Planting & Commerce 


Last year the world produced more tea than ever in the 
history of tea production. What is more, the International Tea 
Committee’s statistics show a 10,000,000 Ib. shortfall at the 
close of 1957. Like all mass consumption articles, produced 
by so many countries and consumed by many more, accuracy 
to the last 10,000,000 Ibs. may be somewhat questionable. 
But the broad trend has been 
produced and more tea has been consumed. 

What 
China has become, thanks to British enterprise, a worldwide 
It sustains an industry and commerce of 


is unmistakable—more tea 


was an antiquated beverage custom of ancient 
beverage habit. 
worldwide importance. The world consumes approximately 
ten times more cups of tea than it does coffee, although the 
dry weight of coffee in world commerce is greater. 

Until 1839, China was the world’s sole tea supplier, and 
until 1886 the world’s greatest tea exporter. In 1758, tea 
was Just an exotic drink from the East and Britain imported 
less than 300,000 Ibs. Within ten years, British imports 
slowly rose to nearly 6,000,000 Ibs. To build up a con- 
sumption of 50,000,000 Ibs took Britain nearly 80 years! 

In 1857, about 100 years ago, when India offered 2,000,- 
000 Ibs. of tea to Britain, the import from China was 69,000,- 
000 Ibs. China reached the peak of her tea trade in 1886, 
when she exported 300,000,000 Ibs. 

Until 1904, Chinese exports exceeded India’s, but from 
that year on, India has held undisputed sway as the world’s 
leading tea exporter. Last year approximately 1,020 million 
lbs. of tea appeared in export, of which 438,000,000 Ibs. 
were from India. In actual quantity, the 1957 export 1s 
normal although it was less than the officially released ex- 
port quota, and percentagewise, smaller in the world total. 

Has India passed her peak as China did 73 years ago? 
China reached her maximum export when Indian production 
was 90,000,000 Ibs. Ceylon had just begun to export. To- 
day, India has formidable rivals in Ceylon, Indonesia, East 
Africa and China, besides a large number of countries at- 
tempting to be self-sufficient. For instance, the U.S.S.R., one 
of the world’s largest potential markets, with a rising income 
and population and pre-disposed to tea, ts making every 
effort to be self-sufficient in her tea supply. 

It is not only the rivalry of development but of methods 
and organization which India’s tea industry faces. One of 
the reasons for China's decline as a tea exporting country was 
her system of cultivation. Against Chinese subsistence cul- 
tivation there arose in India the plantation system and the 
integrated form of processing and marketing, all controlled 
by the producers. The main feature of the Indian develop- 
ment was the organized nature of the producers, the shorter 
distance from India to the western markets and the com- 
mercial lines more securely forged between India as a 
British territory and the British tea market. 
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Today the Indian tea industry is affected by a number 
of factors in its competition with more advantageously placed 
producers, particularly East Africa, than was the Chinese tea 
industry in its rivalry with India 100 years ago. 

The first requirement of a progress.ve and rising enter- 
prise is a faith in its future. That faith is the end product 
of a number of ingredients coalescing to form one solid and 
sustaining impression in those who are prepared to put their 
substance and energy into the enterprise. The climate ot 
public opinion, in some strange way, possibly by the in- 
dustry's close links with the British and the general lack 
of public information concerning it, has been against in- 
dustry. Public opinion, right or wrong, crystallized into 
government attitude, and there has been a spate of legis- 
lation, now to raise wages, then to alter living conditions, to 
extract more by way of taxes, to stiffen regulations, to harden 
controls, to place restrictions on modernization, to suggest 
nationalization, and to be threatened with prospective limita- 
tions on land, thus legally enforcing a status on an industry 
which can live only by expansion. The industry's expansion 
during the last 20 years has been peripheral, and the whole 
momentum has slowed down. Some of the expansive forces 
have been diverted to production per acre in place of the 
flood tide of new planting which India witnessed after 
1850. 

Let us take the rival in East Africa. 
are several days closer to East Africa than to Cochin or 
Calcutta. Grade for grade, African teas can be sold cheaper 
than teas of the same value from India. East African colonies 
are in an expensive phase, whereas the Indian tea industry 
is still considered by those who influence policies as a relic 
of British colonialism. It is taxed more heavily than any 
agricultural industry in the world, and a labor welfare 
policy is imposed upon its economy which in fact transfers 


The western markets 


some of the primary obligations of the state to the shoulders 
of the industry. 


(Continued on page 177) 


Countour planting in South India. 





Brazil’s progress in tea 





What lies ahead for this new industry in a traditional 


coffee-growing country? Officials are optimistic . . . 


By WINFIELD C. KING, 


Brazil § venlhre sil léa gre f has been 
/ before But where do if 
He re ave some of the 
published hy the Fores: i] Ay 


De partment of 


reporled im 
2? What 


article 


[Pere page j Vand no 


} 
lies dbhedad answers, from an 


Mm Foreien Agriculture, ricul- 


tural Service of | vited State Agriculture 


Near 
the little town of Registro in the valley of the Ribeira River, 


There is a lot of coffee in Brazil—and some tea 
southeast of Sado Paulo, tea and coffee plantations can be 
hillside. But the Ribeira 


valley became the tea area of Brazil, nobody knows. _ It 


scen on the same how and why 


may be the climate; certainly, it is the people, for all of 
Brazil's tea planters are either Japanese or Brazilian-born 
descendents of Japanese who settled in this region 


While tea 
200 


has been grown ornamentally in Brazil for 


some years, it was the first Japanese immigrants, SO 
years ago, who brought the plant with them and grew it 
for their own use. Production gained momentum during 
World War II, when supplies from the Asian tea-growing 
ountries short 


wert Brazil had the land, the plants, the 


climate, and the experienced growers necessary to step up 
output By 1940, commercial production was reported in 
31 of the 281 municipio, (counties) in the State of Sao 
Paulo 


More acreage 


Since the war, the crop has all but disappeared except in 


two municipios in Sao Paulo and three in Minas Gerais 


Acreage, however, has risen from 511 acres in 1944 to 2,158 
in 1956, and most of this is Registro, which accounts for 
90% of The 


now has a substation near Registro, which is carrying on re 


Brazil's tea Sao Paulo State Research Center 


search in all phases of tea culture. concentrating on isolating 
high-yielding strains for propay. con 

Brazil grows three varieties of tea: Chinese, Assam, and 
Minas, the latter resembling both Chinese and Assam and 
probably a cross of the two. The Assam variety is said to 


be planted almost exclusively in the Ribeira valley. 


A local legend tells of a Japanese who, in 1933, smuggled 
loaf of 
the customary method of propagation, and older fields show 


65 seeds of this variety in a bread. Seed has been 
great variation in leaf size and shape, although the plants 
are of a uniform ball shape, about 30 inches high. 

Brazil's increased output has resulted in domestic self- 
sufficiency, with home markets absorbing about 500 metric 
tons a 


year. Brazil has also been exporting tea for some 
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U. S. Agricultural Officer 
Sao Paulo 


years. Argentina was the traditional market until 1951, when 
tea imports were banned. Since then, Brazil has sold tea 
wherever markets could be found—usually in other South 
American countries, but with irregular shipments to the 
United States 

Foreign sales fluctuate considerably. In 1953, shipments 
totaled 534 tons. By 1956, they had dropped to 199 tons, 
then in 1957 they were up again—to 395 The main 
buyers were Chile, 150 tons; Bolivia, 145; the United King- 


dom, 40; and the United States, 25. 


tons. 


The question now is what lies ahead for Brazil’s tea in- 
dustry? Officials of the largest processing and exporting 
cooperative feel that production can be upped to 5,000 
metric tons a year; and they have invested in new processing 
and grading equipment to assure a product of uniformly 
high quality 

The main concern will be to find markets for increased 
output. Brazil would like to sell more tea to the United 
States. The world’s second largest tea importer, the United 
States gets about 75% of its supplies from Ceylon and 
India, but would probably take larger quantities from its 
neighbor to the south if dependable supplies of quality tea 
were available. 

Adjustments in freight rates and exchange rates might 
also facilitate shipments to the United States. Recently, the 
Bank of Brazil increased the tea export exchange rate from 
cr70 per dollar to cr92 and fixed a minimum export price 
of cr68 per kilogram. Under this new exchange rate, the 
United States bought one lot of 25 tons, and the outlook for 
further sales is considered good 


Kenya spurs tea planting in Nandi Reserve 


Kenya has agreed to make a loan of £2,600 to start tea 
planting in the Nandi Reserve, where more and more 
African farmers are turning to cash crops. 

Pamphlets on teagrowing by the government's inform- 
ation department will be circularized to Africans in_ the 
district 

The plan will start in a small way with the farming of 
aa experimental plot, but it is expected that by 1965 
some 4,000 acres of land in the Reserve will be under tea. 

Once the plan is in motion, the Nandi will be en- 
couraged to form a tea farmers cooperative society and 
later to build their own factory. 
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Weigh impact of Chinese tea 
offerings on London market 


Last fall, the first of a series of regular offerings of 
China teas was placed on the London market. It cli- 
maxed rumors that Communist China planned to flood 
the market. 
before they 


Weighing the impact of the China teas 
Rub- 


reached the market as well as after—The Tea and 
ber Mail, London, sums up the situation this way: 
Poor quality producers outside China would prefer that 
China retained her tea for her consumption. The 
greater quantity of tea offered on the London market, 
the more certain it will be that the market will be in the 
In simple terms the inexorable law of 


own 


buyers’ favor. 
supply and demand takes control. 

A small section of the industry may believe that China 
tea could regain its popularity to the detriment of the 
more colory teas of India and Ceylon. 

Undoubtedly, China teas at the right price would be 
welcomed by the distributive side and could possibly af- 
fect the market price for the common tea. But ts that 
detrimental to the experienced, well-organized producer 
in both India and Ceylon ? 

As a writer in that 
issued by The Tea Bureau puts the matter; 

“The world’s real need today is for a continued high 
standard both in quantity and quality at the other end of 


small but well informed leaflet 


the scale. In other words, nothing should be done to 


lower the standards or reduce the output of high grown 


teas from the main producing countries. The producers 


TETLEY TEA 
is specially made 
for tea bags 


themselves, particularly those linked with the London 
market, are fully aware of this; their great hope is that 
political conditions will allow them to carry on the good 
work without excessive interference, Given this they are 
confident of being able to carry on, and to hold their own 
against all the tea in China.” 

It is assumed the writer's optimism is based on the 
belief that it 1s unlikely the British public will change its 
taste and again revert to China teas. Such Optimism ts 
not unfounded, as consumers in the British Empire, in the 
mass, abandoned their allegiance to China tea more rapid 
ly than did other countries. 

The one remaining point is that of China teas replac 
ing the poor quality product from the two main produc 
This danger cannot be overlooked, but it 


ing countries. 
concerted action by 


is one which could be 
those areas of the world most intimately affected 


averted by 


During 1921. faced with the prospects of a surfeit of 
tea, produccrs in India, Ceylon and the Netherlands East 
Indies voluntarily reduced their output for the season by 
finer plucking, which had the advantage of improving 
quality as an offset against the reduction in quantity. It 
was a temporary measure, but provided the basis for 
eventual permanent enforcement of the comprehensive 
scheme for regulating exports. 

a similar nature is not beyond the 


Today action of 
both gov 


capabilities of the main producing countries 
That it might open wider the 
but 


ernment and producers. 
market for China 
certainly it could not prove less detrimental than the 
present state of affairs if China intends again to send her 
teas in quantity to Britain, regardless of price 


teas has not been overlooked, 


TETLEY TEA oro Inc., New York 
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$1,000,000 expansion slated 
for Lipton’s Suffolk plant 


A million-dollar expansion is planned at the Suffolk, 
a., tea packing plant of Thomas J. 
manager John N. Byrne announced. 


Lipton Inc., plant 


The enlargement, involving additional tea packaging 
and processing equipment, was to start shortly after Janu- 
ary Ist tor completion before the end of 1959. 

Room for the expansion was provided in the original 
building, completed in 1954 at a $1,800,000, 
Equipment already in the plant cost another $1,000,000, 
Mr. Byrne explained 


cost of 


The Lipton plant was opened in October, 1955, on a 
site in Suffolk's west end 

The Suffolk plant is the distributing point for Lipton 
tea throughout the Southeastern area. Other Lipton tea 
packing plants are in San Francisco; Galveston, Tex; 


Streator, Ill., and Hoboken, N. J 


Salada-Shirriff-Horsey building 


new tea plant in Woburn, Mass. 


Construction has begun on “the most modern and ef 
ficient plant in the tea industry”, according to a year-end 
statement by Salada-Shirriff-Horsey, Inc. 

The plant will be located at Woburn, Mass., a suburb 
of Boston. Completion is scheduled for early 1959. 

Encouraging results were reported for expansion of the 
company's tea business into several marketing areas of 
the United States 


New directors named to board 


of Seeman Bros., Inc. 


J. Stanley Seeman, president of Seeman Brothers, Inc., 
announced the election of Paul J. Chase, Michael J. 
Downey, John B. Fowler, Jr., Dr. M. L. Frankel, Pindar 
L. Roraback, and Hasbrouck S. Wright to the company’s 
board. 

The new directors represent the interests of a group 
of stockholders headed by John B. Fowler, Jr., of Carl- 
isle, Pa. 

Mr. Seeman said members of the present board remain- 
ing are Sylvan L. Stix, P. Stanley Seeman, William See- 
man, Samuel Winokur, Jack Ogulnick, and M. D. Mer- 
min. 

The company ts 
expansion program through purchase of or merger with 
additional companies in the food field and allied lines. 


said to have under consideration an 


Marler promoted by Standard Brands 


Joet S. Mitchell, president of Standard Brands Inc., has 
announced the appointment of James E. Marler as vice 
president in charge of the grocery division. 

Mr. Marler joined Standard Brands as a grocery salesman 
in Atlanta in 1937. He was transferred to the headquarters 
office of the company in New York city in June, 1955. 

He was promoted successiy ely to the positions of assistant 
vice president of the grocery division and vice president in 

The Douglas company is forming a new company, to be 
charge of the grocery sales organization. 
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the character 
of tea grades 





This article, excerpts from “Tea Manufacture in Ceylon,” 
appears here by special arrangement with Tea Research 
Institute Uf Ceylon, St. Combs, Talawakelle. The article is 
sixth in The Institute issued Mr, Keegel’s com- 
prehensive and authoritative 163-page monograph. 


a series. 


of which is the standard of plucking. Coarse leaf intro- 
duces “reds” caused by the stripping of mature stalk 
and center ribs of leaves, which are hard to eliminate. 
Flaky tea is another contribution. Altitude and jat also 
have an important bearing on the style and color of 
teas. The sappy, high jat found at lower elevations 
produce blacker and better twisted teas than those turned 
out from the tougher varieties in the up-country districts. 

Withering is a factor to be taken into account. Over- 
leaf does not twist in the rollers and breaks 
Flaky tea is again obtained from under- 

The color of the tip is also affected by 


withered 
up readily. 
withered leaf. 
the degree of wither. 

The influence of rolling is in the main connected with 
the size of the grades and their outturns, Heavy pressure 
in conjunction with small roll-breaker mesh results in 
Light rolling produces a greater propor- 
The two types of tea are easily 


smaller types. 
tion of large leafy grades. 
distinguishable. 

The method of sorting, as it affects outturns, can alter 
the character of a tea to a marked extent. For instance, 
the amalgamation of grades—such as B.O.P. with B.P.; 
B.O.P. with fannings; F.P. with pekoe; or B.O.P.F. with 
P.F.—makes a vast difference not only to the general 
debatable point whether it is worthwhile to make less 
of one grade and more of another. Quite often the in- 
crease in the outturn of a grade is accomplished at the 
expense of itself and the improvement of another. The 
only criterion as to which procedure is more profitable is 
the average price obtained for all the grades. 

This is a point likely to be overlooked in the desire 
to increase the outturn of two particular grades, namely, 
O.P. and B.O.P.F., which in recent years have been in 
great demand. Thus, by focussing too much attention 
on O.P., the rolling operation may, in fact, be shortened 
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By E. L. KEEGEL, Technologist 
Tea Research Institute of Ceylon 
St. Coombs, Talawakelle 


to the detriment of other grades. Unduly high big bulk 
outturns are taken, the greater proportion of which con- 
sists of under-rolled, loosely twisted and flaky leaf. In 
the case of the B.O.P.F. grade, the other extreme of over- 
rolling may be obtained in an attempt to get an excessive 
outturn. As the price difference between this grade and 
the B.O.P. increases, the temptation to make more fan- 
nings also increases, and still harder rolling is employed, 
usually achieved by double roll-breaking of the dhool 
through a small mesh. This treatment may ultimately 
result in the B.O.P. grade being badly broken up, with 
a resultant loss in appearance and in liquoring properties 
as well, on account of the fine leaf going into the fannings 
grade. Arising from this, the B.O.P. grade is valued still 
lower than the B.O.P.F. The conclusion is then drawn 
that it pays to make only a fannings grade, an inference 
which may lead to a false sense of values. 

The practice of grading to certain pre-determined out 
a similar situation. It may 
that in actual practice is unworkable, 


turns may create impose a 


set of conditions 
if true grades are to be obtained. For example, when an 
estate is confronted with the task of turning out a high 
percentage of fannings, the outturn may be increased by 
cutting. This affects the appearance of all grades. The 
problem becomes more acute if the outturn of broken 
mixed and waste tea is limited to a ridiculously low fig 
ure that can only be associated with a good standard of 
leaf. 

If plucking is coarse, the appearance of every grade, 
bad as it already is on account of stalk, fiber and open 
leaf. will then have to be sacrificed in order to keep 
the outturn of off-grades as low as possible. All grades 
thus become diluted with teas that should normally go 
as broken tea, fannings No. 2, dust No. 2, and B.P. No. 2 

The number of grades that are taken out also affect 
their general character. The greater the sub-division, 
the more true to type they are. In small factories, owing 
to the time taken to collect sufhcfent amounts of certain 
grades for a break, the number of grades is limited. 
It will necessitate the inclusion of some grades with 
others and thus change their characteristics. 
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Dec. Jan. 


1958 


Oct. Nov. 


1957 


Sept. 
Black 1957 
Ceylon 3,366 3,403 
India 315 1,352 53 1,914 
Formosa 373 562 502 548 
Africa 223 394 217 
Indonesia 394 354 1.430 
Japan 21 17 gt 197 
Misc 3 219 93 218 


Green 
Japan 


Misc 





Oolong 
Formosa 
Canton 
Sentd Cntr 


Mixed 14 


TOTALS 8,546 8,040 8,187 


higine cover tea 


Tea Movement into the United States 
(Figures in 1,000 pounds) 


Feb. March 
1958 


8,479 9,065 


examined and passed, do zwt include rejections 


Sept. Oct. Nov. 


1958 


July Aug. 
1958 1958 1958 1958 
2,742 3,915 2,148 3,989 4,401 35,854 
3,445 2,714 2, J 1,188 927 2.327 2,145 
344 311 362 5 07 if 73: 435 
358 525 526 56 38 : ( 288 

47 

21 


299 


April 
1958 1958 


9,219 7,832 7,808 9,697 7,819 


Based on reports from U. S. Tea Examiner 




















Oldest tea packing firm in Canada 


is newest member ot Tea Council there 


}.. By Morse 6 °Go., Ltd. 
came into existence back in 


Halifax, Nova Scotia, which 
1870—only three years after 


Canada’s Contederation—-has joined the Tea Council of 
that country 
During its 87 years oft operation, the history of the 
firm was somewhat parallel to that of Canada itselt 
Now 
popular name in Provinces. — Its 
John E. Morse, Halifax 


started out in what was then regarded as “the perilous 


established, Morse’s is a well known and 
Atlantic 


young 


solidly 
the founder, 


was a businessman who 
enterprise of specializing in tea 

Today, tea is big business, and in 1957 Canada im 
ported 16,800,000 Ips. with a retail value of $60,000,000 
By way of comparison, the first recorded shipment of tea 
to this 1716, 
Bohea tea from China arrived in York Factory, Hudson's 
Bay 


At the turn of the century, about 65 of tea imported 


country was in when three cannisters of 


into Canada was of the green variety coming from China 
The World Wars 
black varieties which Canadians now 


Today, almost all of 


and Japan two hastened the trend 


toward the preter 


the tea sold in Canada originates 


from the two Commonwealth countries of India and 


( cylon 

Fifty years ago and beyond, teas were commonly sold 
unmixed in chests in Canada, but straight or unblended 
teas seldom make a satisfactory brew, In grandmother's 
day a good blend of tea was largely a matter of guess- 
work. Today, Canadian tea companies rely on the skill 
of the tea taster to produce a quality blend with body 
and distinctive flavor the year round. 

Joining the Tea Council of ( anada is a new venture for 
Morse’'s. ‘‘Because of various changes which have occur 
red in our management during past years, we were unable 
the Tea Council until a short 


to become a member of 
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time ago”, remarked president Donald M. Smith. “We 
believe in the Tea Council and its program and we are 
confident that through cooperation by various levels of 
the industry, all will benefit’. 

The Tea Council is pleased about this move by J. E 
Morse & Co., Ltd. Donald M, Langton, executive-director 
of the Council commented, “The addition to Maritim 
membership in the Tea Council of this fine company, add 
ed to that of G. E. Barbour Co., Ltd., and T. H. Esta- 
brooks Co., Ltd., St. John, New Brunswick, will give us 
excellent support, enabling us to maintain and even ex- 
tend our vigorous advertising and promotion campaigns 


in the Atlantic Provinces. 


“Crystal” tea factory 


proposed for Ceylon 


The establishment of a “crystal” tea factory in Ceylon 
is proposed by M. G. Williams, Ceylon tea exporter, and 
J. H. R. Thornhill, who developed the process for mak- 
ing black tea by utilizing green leaf, according to Foreign 
Commerce Weekly. 

“Crystal” tea is presumably a form of soluble tea 

U.S. participation is sought for the establishment and 
initial operation of the plant, which ts estimated to cost 
rupees (U.S. $525,000). The U. S. 


is asked to supply 1,000,000 rupees (U.S. $210,000) in 


- 500,000 investor 


investment capital. The project reportedly has govern- 
ment of Ceylon approval 

In the initial stages, the plant, to be located at Gam- 
pola, is expected to produce 500,000 Ibs. of crystal tea an- 
nually, and later to increase its production output to 
1,500,000. Ibs. 


The new company, under current Ceylon regulations as 


a government approved project, will be entitled to tax 


concessions and depreciation allowances. 
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THE FLAVOR FIELD 
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ginger production in Jamaica 





By DR. ERNEST GUENTHER, Vice President and Technical Director 
Fritzsche Brothers, Inc. 


Part 2 — Conclusion 
Peeling and drying 


After extraction from the ground, the fresh rhizomes are 
washed in a trough or barrel to remove adhering dirt and 
are then peeled, a laborious and time-consuming task per- 
formed with the help of small curved knives. In a day's 
work, one skilled woman can peel up to 40 Ibs. of fresh 
rhizomes (earning about 6 shillings—roughly 85 U. § 


cents ) 


One hundred pounds of fresh root yield about 80 Ibs 
ot peeled fresh root and 20 Ibs. of fresh peels. 


The peeled root is placed on bamboo mats and exposed 
to the sun. The full drying process requires from 8 to 12 
days, according to weather conditions. Eighty pounds of 
peeled fresh root yield approximately 20 Ibs. of peeled 
dried root—the Jamaican ginger of commerce—while 20 Ibs 
of fresh peel yield roughly 7 Ibs. of dried peel 

The drying of ginger root is a rather delicate process and 
much attention 


protect the root from rain, because moisture will cause mil- 


requires It is particularly important to 
dew, black spots and a general darkening of color. Hence, 
whenever rain threatens, the bamboo mats are rolled up 

with the ginger inside the folds—and are taken into a hut. 
Another precaution to be observed is keeping the roots as 
dry as possible in the first days of sun-drying, while they are 
still fresh 


swell up in this condition final drying becomes most difh- 


If rained upon during this period, the roots may 
cult. A few days in the sun in the first stage of drying 
diminishes this danger considerably. 

To achieve a very light color in the dried root, producers 
in Jamaica leave the material in the open overnight, so that 
it is exposed to early morning dew. However, this is a 
rather risky procedure, and can be carried out only during 
spells of dry weather, when no rain threatens; otherwise, 
the family must get up during the night, quickly roll up the 
mats and place them inside the hut. Moreover, during 


periods of high prices there is always the danger of theft at 


JANUARY 


Removing dirt from freshly extracted ginger root. 


night, and no grower will take the risk of leaving his crop 
outside of his hut. 

Occasionally a statement is found in literature to the 
effect that Jamaican ginger reaches the market in limed 
form, to give it a lighter color. Actually, limed ginger is 
generally rejected by the Jamaican exporters 


be readily detected by rubbing the root between the fingers 


Liming can 


the white powder rubs off easily 


Qualities 
Jamaican exporters distinguish between two types of 
The 


somewhat superior in flavor and color; the second ts slightly 


ginger, viz., the yellow and the blue first is said to be 


heavier, hence more remunerative. However, both types of 


Jamaican ginger fetch the same price per pound 


After drying is completed, the producers carry their small 
lots of ginger to the exporters in Christiana and nearby 
Spaldings. In these small towns there are three principal 
exporters, who inspect every little lot and pay for it with 
native and children arrive 


Hence, women 


at the warehouses in Christiana all day long, carrying their 


cash or credit. 
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small output in baskets; these they deliver to a buyer who 
weighs the spice and adds it to his stock. 

Exporters then assort their stocks by the following grades: 

No. 1, or Bold, Ginger. This is the grade of best ap- 
pearance, carefully cured, and showing no mold. It usually 
fetches prices about 10% above those of the Medium Aver- 
age quality (see below). 

No. 2 Ginger, of slightly lesser quality. Under normal 
conditions this is about 2% more expensive than Medium 
Average Ginger 

Medium Average Giger, the principal grade of Jamaican 
ginger; generally of good quality, but not as select as the 
first two grades 

Ratoon Ginger, This is the lowest grade of Jamaican 
ginger. Usually a few cents cheaper than Medium Average, 
it accounts for about 89% of the total crop of Jamaican 
ginger. It is not as fine in flavor as the three better grade 
Jamaican gingers. Ratoon Ginger can readily be identified 


by its somewhat fibrous texture; but when ground into 


small pieces and added to regular ginger it is difficult to 
detect. Ratoon Ginger grows from root that remains acci- 
dentally ungathered in the ground during the ginger har 
Left to grow without any special cultivation (weeding, 
earlier 


vest 
etc.), it is harvested in December and January, 1.e., 


than regular ginger 


Total production and exports 


About 25% to 30% of the ginger harvest is required for 
replanting, while approximately 10% is consumed locally. 
Exports of Jamaican ginger in 1956 and 1957 were dis- 
tributed as follows: 

United States, 791,547 Ibs. in 1956, 626,445 Ibs. in 1957; 
United Kingdom, 709,655 in 1956, 945,454 in 1957; Can- 
ada, 136,894 and 267,781; Australia, 10,452 and 16,996; 
British South Africa, 20,142 and 8,990; The Netherlands, 
7,884 in 1956; Trinidad and Tobago, 1,005 in 1956, 1,500 
in 1957; Belgium, 1,119 in 1957; totals, 1,677,579 Ibs. in 
1956, 1,868,285 Ibs. in 1952. 

Annual cultivation and production of Jamaican ginger 
depend chiefly on the price the spice fetches on the world 


market. This price must be high enough to cover the cost 
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of peeling the fresh root, which—as has been mentioned—is 
the most expensive item in production. When prices are 
sufficiently attractive, growers are easily induced to increase 
their plantings. 


Uses 


Ground ginger is used extensively for the flavoring of 
all sorts of food products. Oleoresin ginger, made by the 
extraction of ground root with various solvents, serves for 
the flavoring of soft drinks, being easier to incorporate than 
the spice itself. Limited quantities of essential oil are pre- 
pared by steam distillation; this serves as an adjunct in 
flavors, and to a smaller extent as a modifier in perfumes 
and toilet waters of the spicy type 


Aromatic chemicals for flavors discussed 


at meeting of Society of Flavor Chemists 


Various aspects of aromatic chemicals as they pertain 
to the flavor industry were discussed at the December 
meeting of the Society of Flavor Chemists by Dr. Ernst 
Theimer, Van Amerigen Haebler; Louis Hettiger, Trubek 
Albert Givaudan Delawanna. 

It was announced that at the next meeting, on Febru- 
ary 3rd, 1959, Dr. Edward Langeneau, vice president, 
Fritzsche Brothers, Inc., and director of the firm’s analyti- 
“Oleoresins of 


Laboratories: and Fiore. 


cal and control will discuss 
Interest to the Flavor Chemist.” Stefan Arctander, Col- 
gate-Palmolive Co., and instructor of the perfumery and 


University, will 


laboratory, 


oils discuss 


essential course at Rutgers 
“Spice Oils of Interest to the Flavor Chemist.” 

An opportunity to ask questions and to discuss the 
subjects will follow the talks. The meeting is open to 
guests, who may contact any of the members or the secre- 
tary, Thomas Bonica, Polak and Schwarz, 100 Green 
Street, Teterboro, N. J. 

At the December meeting, Mr. Theimer stressed the in- 
creasing importance of instrumental analysis as applied 
to flavomatics and the analysis of unknown flavor mix- 
tures. The application of infra-red and vapor phase 
chromatography to flavor problems was illustrated with 
slides showing their widespread use at Van Ameringen- 
Haebler, as an example. 

Dr. Theimer felt that in the future, additional help 
will be forthcoming from magnetic resonance, X-ray dif- 
fraction, and other recently developed analytical tools. 

Mr. Hettiger pointed out that the new food law will 
undoubtedly shift the emphasis on research for new 
flavomatics to unknowns of natural products that have 
been proven safe in years of use. He stressed the im- 
portance in this type of research of a flavorist as part 
of the team in pinpointing the unknown fraction with 


flavor value from a complex of unknowns. He also 
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pointed to the group of several flavomatics, developed 
and used in the last decade, on which they have run toxi- 
city data but which have not been used in proportion to 
their merit. Allyl ionone, alpha methyl cinnamic alde- 
hyde, methoxy phenyl butanone and glycidate M116 were 
among those recommended to the group. 


Mr. Fiore’s subject was “The Mutual Responsibility of 


the Flavor and Aromatic Chemical Industry.” He told 
the group that terms that are often accepted as common 
knowledge by flavorists are not readily understood by 
other scientific personnel. 

He felt the Society of Flavor Chemists could be of ser- 
vice to all who come in contact with flavors or flavoring 
materials by preparing clean-cut definitions as to what 
certain terms mean—such as flavomatics, bavor grade, etc. 

In the discussion which followed, it was decided that 
the group would attempt to clarify some of the ambiguous 
terms. 

Dr. David Jorsych, president of the Society, stated that 
the proposal would be studied and concrete recommenda- 
tions presented at a future meeting. 


where are we? 


(Continued from page 158) 





much green coffee went into distributive channels after 
subtracting re-exports and the quantity going to the 
Armed Forces, and after adjusting for changes in green 
coffee inventories. 


Place of consumption, reguiar and instant 


As in earlier years, close to three quarters of all coffee 
was consumed in homes. The remaining quarter was con- 
sumed in restaurants and institutions and between meals 
at places of work, with a fraction of one percent being 
used in the form of flavorings and extracts. Shifting from 
bags to pounds, our estimate of net civilian visible dis- 
appearance in 1958 1s equivalent to 2,698,000,000_ Ibs. 
of green coffee. Of that volume close to 2,000,000,000 
Ibs. were consumed in homes and 707,000,000 Ibs. out- 
(See Table 2). 

Regular-coffee use in households in 1958 rose 1.5% 
over the level of 1957, but that small rate of increase was 


side homes. 


accompanied by a rise of 7 in the use of the instant 
type. This rate of growth in the use of instant coffee, 
however, was very modest compared with the annual rates 
of increase in earlier years. In 1954, for example, pur- 
chases of instant coffee by householders were 45@ greater 
than in 1953, and from 1955 through 1957 the annual 
rate of increase over the respective preceding years ranged 
from 17% to 21%. 
stant coffee in 1958, measured in terms of green-coffce 


Judging from data now available, in- 


equivalent, represented 189% of the total coffee market, 
82 of all coffee consumed being regular 


Prices 


The extent of the declines in coffee prices in 1958 was 
indeed sharp, and before the end of the year they were 
back to about the levels existing in 1950, prior to the out- 
break of hostilities in Korea. From January to Novem- 
ber of last year, the average price of regular coffee fell 
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by 10.7%, from 86.8¢ per pound to 77.5¢; and in the 
same period the average price of a two-ounce equivalent 
unit of instant coffee declined by 7.3%, from 42.3¢ for 
such a unit to 39.2¢.* In view of the fact that further re- 
ductions in retail prices were made in November, the 
averages for December will be somewhat lower than those 
for the preceding month. 

As a result of the price declines, we now estimate that 
the total value of green-coffee imports into the United 
States in 1958 will be in the neighborhood of $1.18 bil- 
lion, or 14.5% less than in 1957 and 18.1% less than in 
1956. 

The aggregate coffee bill for all consumers 
holds, restaurants, institutions, and employees at places 
of work, etc.—will be around $1.95 billion, divided into 
$1.51 billion for regular coffee and $0.44 billion for in- 
stant coffee. 

A loss in dollar earnings of $190,000,000 in 1958 from 
the 1957 volume could be made up by the sale of an ad- 
ditional 422,000,000 Ibs. of green coffee at an average 
import price of, say, 45¢ per pound. As already noted, 
coffee imports into the United States in 1958 were some- 
what lower than in the preceding year, with a resulting 
loss in foreign exchange by reason of that fact, but 
more particularly by the reason of lower prices. 


house- 


Regarding these developments we may make two ob- 
servations: (1) in periods of declin:ng prices importers 
aim to maintain their inventories at a minimum, which 
shifts to the producers and exporters more of the burden 
of holding stocks and hence reduces the ability of the 
latter to realize foreign-exchange proceeds for their com- 
modity even at lower prices; (2) in the short-run period, 
a year up to several years, say, a fall in the price of a 
commodity such as coffee, for which the demand elasticity 
is relatively low, is not likely to result in anything ap- 
proaching an offsetting rise in the volume of purchases 
Hence the producing countries during such periods incur 
losses that in the absence of well-enforced marketing 
agreements are only mitigated by any partially offsetting 
increase in consumption that may occur in the course of 
the decline. To arrest and reverse price declines depends 
upon the effectiveness of any market-support plans that 
may be introduced. 


Coffee drinking and cup yield rates 


it was found that the average 
drunk per day by persons ten 
2.87 cups, compared with 2.82 


In the winter of 1958, 
number of cups of coffee 
years of age and over was 
cups per day in 1957 and 2.38 cups per day in 1950. Thus, 
the consumption of coffee beverage moved generally up 
ward, but as is now being emphasized, the rise in average 


consumption of coffee beverage has been accompanied by 
This has re 


high cup-yield rates per pound of coffee 
sulted in a widespread decrease in the quantity of coffee 
beans going into the cup, and consequently in a brew 
that, like Samson, has lost dignity through enfeeblement. 


Concerted action to deai with world coffee problems 


Although in recent years there has been a great deal 
of discussion about concluding some type of international 
coffee agreement, in the course of which such agreements 
for consideration by 
1957, that a formal accord was 


have been drafted governments, it 
was not until October, 


(Continued on page 1 ) 
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@ @ Offers and directors of the Na 
tional Coffee Association were hosts last 
month at a luncheon for Joao Roberto 
Suplicy Hafers and Vito Sa 

Mr. Hafers is the newly-appointed chief 
representative in New York = of — the 
Brazilian Coffee Institute, succeeding Mr 
Sa 

Mr. Hafers told the group that ex 
pediting the free and full flow of coffee 
from the producer and the need for im 

oving trade relations, from the fazenda 
the housewife, were among the key 
oblems before the Brazilian Coffee In 
“It is a major aim of the Brazilian 
C offec 
to stimulate free enterprise and to smooth 


Institute to do everything possible 


the way for the unimpeded flow of coffee 
from planter to consumer,” Mr, Hafers 
declared 

He said that Brazil’s policy on coffee, 
as expressed by Finance Minister Lucas 
Lopes, will continue to be 
possible on the 


principle of private enterprise,” 


based as 
lar as “tested, tried 
and true 
with the least possible amount of govern 
ment mtervention 
He pointed out that the new administra 
f the Institute had already taken 
to eliminate internal red tape and 
smooth trade channels “to assist our 
ountry’s planters, who in the past have 
taken the brunt of designed 
to defend coffee’s market position.” 
Mr. Sa thanked the NCA representa- 
cooperation he received 


measures 


tives for the 
luring his term in office 
“Brazil looks to the United States, of 
urse, as its. first coffee,’ 
Mr. Sa declared. “It is determined to 
United States with 


market for 


furnish you 
he coffee vi 
Mr. Hafers 


president ie ~Pan-Americatr 


succeeds Mr S as 
Coffee 
Bureau 

@ @ Visiting in this country to 
background information on soluble coffee 


pick up 


was Kdmar Vargas de Oliveira, who is 
Bank of Brazil 

interested in putting t 
develop 


associated with the 
The Bank is 
gether facts which will enable 
ment f an informed and constructive 
policy on the building of a soluble coffee 
industry in Brazil 
Mr. Vargas was collecting data on the 


ill Tis 


Vitation of Dr 


coffee, marketing 
problems, packaging, 
Development of an instant coffee in- 
dustry in Brazil, beyond its present stage, 
would be for domestic consumption, as 
well as for possible export purposes 
@ @ A growing awareness of our ties 
with Brazil was stimulated last month 
by a conference on Brazil sponsored by 
New York University 
Mayor Wagner proclaimed this period 
Week, beginning with Brazil 


instant 
processing and 


history of 


as. Brazil 
Day 
The three NYU 


were devoted to Brazilian cultural, gov- 


days of sessions at 
ernmental and economic affairs 
At a closing ceremony, Dr. Carroll \ 
Newsom, president of the University, 
presented honorary degrees to five eminent 
Brazilians, including that country’s Min- 
ister of Finance, Lucas Lopes, and the 
president of the Brazilian National Bank 
for Economic Development, Roberto de 
Oliveira Campos 
@ @ Albert E. Keogler, of Albert Ehlers, 
Inc., Brooklyn, is again serving as spice 
industry chairman of the cerebral palsy 
fund drive. The organization is hoping 
this year’s contributions will enable it to 
continue and expand its program 
@ @ The New York City Green Coffee 
Association is establishing better laison 
with the Food and Drug Administration 
}. G. Cargill, as chairman of the as- 
sociation’s Standard Type Committee, and 
John F secretary, 
went to Washington, D. C., at the in- 
Arthur S. Fleming, Sec- 
retary of Health, Education and Welfare 
They attended a meeting of that depart- 
representatives of the food 


Toomey, association 


ment with 
industry to discuss the recently amended 
Food, Drug and Cosmetic Act 
\fter the general meeting, the New 
York coffee men met privately with Dr 
Fleming and George P. Larrick, Com- 
missioner of Foods and Drugs. 
@ @ Captain Joseph N. Lala has been 
elected vice president of the Mississippi 
Shipping Co., it was announced by Harry 
X. Kelly, president of the Delta Line 
Capt. Lala’s offices are at 17 Battery 
Place 
8 B Robert \ 
representative for the 
Corp., 


Pryor has been named 
trattic Mamenic 


International general agents for 


the Mamenic Line and the Caribbean 
Line. 

Before joining Mamenic, he was with 
the Caribbean Line and the Booth Steam- 
ship Corp. 

@ ® Arthur J. De Leo has been appointed 
trafic manager for Oijvind Lorentzen, 
Inc., general agents for the Nopal Line 
and the Gulf West Africa Line, which 
operate from the U.S. Gulf to the east 
coast of South America and West Africa. 

Edward J. Mills, with the company for 
many years, was named general traffic 
manager 

A M Alvarez has been 
traffic manager for the Gulf and Western 


appointed 


areas. 
@ @ Lester N. Stockard, 
the Stockard Steamship Corp., has an- 
nounced the retirement of Joseph J 
Halloran, vice president and director. 


president of 


Mr. Halloran has been in the trans- 
portation field for 46 years. Before join- 
ing Stockard in 1938, he was for about 
ten vears with C. H. Sprague & Son, 
Inc., at that time operators of the Amer- 
ican Republics Line 
#8 Roy W. 
the Mamenic 
general freight agent. 


Henderson has joined 


International Corp. as 
Joseph R. Byrne was named traffic 
representative. 

Mr. Henderson was formerly general 
freight agent with Torm Lines, and 
traffic representative with the North 
Atlantic & Gulf Steamship Co. and the 
U. S. Navigation Co. 

Before joining Mamenic, Mr, Byrne 
was with the Isthmian Steamship Co. 
International is general 
agent for Mamenic Lines and _ the 
Caribbean Line. 

@ 8 Juan M. Petrilli has been appoint- 
ed to the Guatemala Coffee Bureau, as 
comptroller. 


Mamenic 


Up to the time of his appointment, 
Mr. Petrill) was Consul-General of 
Guatemala, in New York. Hits back- 
ground has been in industry, finance 


and government 

Mr. Petrilli was educated in this 
country, holding degrees from the Um 
versity of San 
University of California. 


Francisco and _ the 


His family is no stranger to this 
city. His father, Arturo, was a native 
New Yorker. 

Mr. Petrilli will 
Nanne, 
York office 


work with Jorge 


head of the Bureau’s New 
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By W. McKENNON 


8 @ Adolfo | 
foreign trade here, was 
Mayor deLesseps Morrison with New 
Orleans’ International Order of Merit on 
his 80th birthday. A native of Mexico, 
Mr. Hegewisch has spent his life’ in 
foreign trade, shipping and international 
affairs. He came to New 
years ago and has been in the freight 
forwarding business since. He became an 
American citizen in 1941 He was a 
founder of the International House and 
the International Trade Mart. He_ has 
been a director of both and served as a 
second vice president of the International 


Hegewisch, prominent in 
presented — by 


Orleans 53 


House. He was vice president of the 
New Orleans Trathe and Transportation 
Bureau and chairman of the foreign 
commerce committee of the Chamber of 
He was given the Thomas F 
Cunningham Award — for 
goodwill in 1950. He was instrumental 
in obtaining for New Orleans the statue 
of Simon Bolivar which was placed at 


Commerce 
international 


Canal and Basin Streets 
@ @ The Bowling League of the Green 
Coffee Association of New Orleans has 
announced that S. Jackson and Son ts 
first high team, three games, at 2,365; 
Kentucky Warehouse — is 
team, three games, at 2,278; and Delta 
Line is third high team, three games, at 
2 274 


second high 


S. Jackson & Son rolled the single 
high team game at 897; Delta Line was 
second with 825 and Biehl & Co. third 
with 813 

First high individual, three games, was 
A. Waguespack, Biehl & Co., 592; second 
high individual, three games, Harrell 
Lemonier, S. Jackson & Son, 662; third 
high individual, three games, was L. EF 
Dittmer, Delta Line, 557 

First high individual Harrell 
Lemonier, 239; second, L. E. Dittmer; 
third, Elroy Tedesco, Delta Line, 219. 

Team standings run: Delta Line 40; 
Dupuy 31; S. Jackson & Son, 3014; Leon 
Israel & Bros., 29; Kentucky Warehous 
29 


game, 


Harrell Lemonier led the past session 
with 164. Jack Taylor, Jr. of J. Aron & 
Co. was second with 161. Elroy Tedesco 
was third with 160; Floyd Keen, on the 
Dupuy team, was fourth with 159. Karl 
West, Dupuy Storage & Forwarding Co 
team, was fifth with 156. 
ee]. W. Reily, IJr., has returned to 
his offices at Wm. B. Reily & Co., Inc., 
from a business trip to New York City 


oles 


and to the firm’s Baltimore plant. 

@ #8 The nominating committee for the 
election of officers of the New Orleans 
Green Coffee Association was appointed 
at a recent meeting. Members are John 
J. Cummings, Hanemann and Cummings ; 
Herbert iN Graf, C. E Bickford & Co.: 
Sam Israel, Jr., Leon Israel & Bros., Inc. ; 
and George T. Gernon, Ruffner, Me- 
Dowell & Burch, Inc. 

@ @ Albert Schaaf, of Stewart Carnal 
& Co., Ltd., has returned from a business 
trip in the interests of his firm 

@ ® David Kattan has returned to New 
Orleans for the holidays after a business 
visit to Honduras 

@® ®@ Richard Cain, of Cain's Coffee Co., 
Oklahoma City, was a business visitor in 
New Orleans enroute to El 
Salvador and \merican 
countries 

@ 8 Floyd Pool of the Spray Coffee and 
Spice Co. ,Denver, was a recent business 
visitor in New Orleans 


recently, 
other Central 


@ @ The New Orleans trade is happy to 
learn that W. C. Englisbee has been 
elected president of Ruffner, McDowell 
& Burch, but regrets he will be head- 
quartered from the offices in’ New 
Orleans 

@ @ Captain Joseph N. Lala, who has 
been manager of the Delta Line’s New 
York office for some time, was elected 
to the position of vice president in 
December, with offices at 17 Battery 
Place, New York City 
@ s The New Orleans 
has announced nomination of officers for 
1959: Harold Scherer, Douglas Public 
Service Corp., president; James J. Mey- 
ers, Oulliber Coffee Co., Inc., first vice 
president; T. RK. Spedden, freight for- 
warder, second vice president; and W. C 
Apgar, Crescent Towing & Salvage Co., 
third vice president. 


Zoard of Trade 


Proposed as directors for 1959 by the 
nominating committee are D, G. Drennan, 
C. A. Sporl & Co.; C. E. Drumm, Whit- 
ney National Bank; C. A. Levy, J. Aron 
& Co.; A. A. O'Brien, Byrne, Delay & 
Co.; George Renaudin, Gulf Forwarding 
Co.; E. B. Fontaine, Jr., Commercial 
Terminal Warehouse; C. B. Prescott, 
Gulf Refining Corp.; L. W. Seemann, 
Mississippi Shipping Co.; R. E. Stack- 
pole; H. A. Tabary, Texas Transport & 
Terminal Co., Inc.; N. L. Caruthers, 
Commercial Transport Corp.; John J. 
Cummings, Hanemann & Cummings; P 
\. Webb, Illinois Central Railroad. 

@ @ George T. Gernon, of Ruffner, 
McDowell & Burch, Inc., was elected 


president of the Green Coffee Association 
of New Orleans at the annual meeting. 

He succeeds John J. Cummings, Jr., 
who will serve as a member of the board 
of directors. Other officers elected are 
Murray M. Squires, C. A. Mackey & 
Co., La., Inc., first vice president; James 
S. Levy, J. Aron & Co., second vice 
president; and Louis J. Castaing, Leon 
Israel & Bros., Inc., third vice president. 

Elected to serve on the board were 
Edward J. Gernon, F. D. Wilcox Co., 
Inc.; Trion T. Harris, Schaefer, Klauss- 
mann Co., Inc.; Austin A. O’Brien, 
Byrne, Delay & Co.; Albert Schaaf, 
Stewart Carnal & Co., Ltd.; Karl West, 
Dupuy Storage & Forwarding Co.; and 
Robert Williams. 

Board members continuing to serve are 
Albert Barrient S, Westfeldt Bros. > 
Thomas Buckley Jr., Buckley & Forstall; 
C. H. D’Antonio, C. H. D’Antonio & 
Co.; William H. Kunz, W. H. Kunz & 
Co.; H. Ashton Lafaye, Lafaye & 
Arnaud, and Phil Ricks, A. C. Ricks & 
Co 


Southern California 
By VICTOR J. CAIN 
a 8 Weldon Emigh, of the Weldon H 


Emigh Co., Inc., San Francisco, stopped 
in Los Angeles for a while to call on 
the local coffee roasters. Before return- 
ing to San Francisco, Weldon spent a 
week vacationing in Palm Springs. 

@ @ Alan McKay, coffee buyer for the 
Wellman Coffee Co., spent several anx- 
ious days before his wife, Marylin, was 
operated on in St. Joseph’s Hospital. 
However, the operation was a great suc- 
cess, and she now is home recuperating 
and regaining her strength. 

® ® Fred DeBow, of W. R. Grace & 
Co., San Francisco, was in J.os Angeles 
calling on coffee roasters in this area. 
@ @ James Folger, president of J. A. 
Folger & Co., San Francisco, visited Los 
Angeles to look over the firm’s new cof- 
fee roasting plant, located at Compton. 
® @ Vic Cain and Walter Dunn, of the 
Dunn & Cain Co., Los Angeles, recently 
flew to San Francisco for a short business 
trip. 

@ @ Mr. and Mrs. Andrew S. Moseley 
of Breakfast Club Coffee, Inc., spent 
several weeks vacationing at their desert 
home in Palm Springs, Calif. 

The company now employs 750 people 
and supplies more than 500,000 Ibs. of 
coffee weekly to more than 26,000 restau- 
rants, hotels, clubs, inplant caterers and 
vending machine operators. 

Continental’s operation is unique in 
that the company does not warehouse 
roasted coffee but ships it from the roast- 
ing plant to the salesmen who in turn 
deliver it directly to their customers. 
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TANCISCO 


By MARK HALL 


@ @ The San Francisco Coffee Club held 
its annual Christmas party at the Pen- 
nisula Country Club last month. It was 
a beautiful, warm day, great for golf, 
part of the prolonged dry spell which 
had been inflicting California. Golfing 
and banqueting were the order of the 
day. The entertainment was professional, 
but a singer of folk songs and Christmas 
carols was especially entertaining 

\ battle of water pistols raged fiercely 
for a while, without dampening the ardor 
of those boys who were in the line of 
fire 

As to golf, low gross was won by 
Ced Sheerer, second low gross by Morris 
3uckingham. Low net was won by Ernie 
Kahl, guest prize by Ernie Sewn. Manny 
Rosen won the door prize, a 50-cup 
coffee-maker 

Bob Manning was acting president of 
the Club for 1958, taking the 
Jack Schimelpfenig, who is now in 
Brazil. Bob England was elected presi- 
Chuck Cecil secretary and 


place ot 


dent and 
treasurer. 
@ ® Stanley Onellion has established his 
own coffee roasting company under the 
name of the Onellion Coffee Co. He 
packs in a beautifully designed vacurm 
can with a gold background, with the 
brand name, “V.I.P.’, in blue on a white 
oval. The coffee is premium = quality, 
designed for distribution through the 
better retail food markets. 

@ 8 Walter O. Granicher, through the 
retirement of John E. Duff on December 
31st, has become president and general 
manager of Leon Israel & Bros.’ San 
Francisco office. Walter has been with 
the company for 33 years and has had 
wide experience in every phase of the 
coffee business. 

John FE. Duff was 40 years in the 
coffee business. He was one of the 
founders of PCCA and was on the board 
of directors. He is not retiring entirely, 
however, for he has opened offices in the 
Balboa Building, to handle his personal 
business. 


@ 8 Larry Binsacca started out one day 


A = 
pling 


with his boy and his shotgun to shoot 
himself a bird, or such-like. Having no 
success and noticing a man on his way 
home with a Christmas tree, a_ bright 
idea came to him. Going to the spot 
where they grew, he found he did not 
have a jacknife, to say nothing of a 
hatchet to cut the tree down. He aimed 
carefully at the trunk, made a clean cut 
and brought his game home 

@ 8 Two Brazilian university 
recently completed a three week scholar- 
ship tour of the United States as guests 
of Manning’s Coffee. The boys, Fares 
S. Racy and James M. Carr, were 


students 





PERSONALITY 
ROAD-BLOCKS 


By Mark Hall 


See 
“Mark my word” 


on Page 147 











selected by the Brazilian government on 
scholarship merit. They participated in 
ceremonies marking Manning’s anniversa- 
ry at which Mayor Christopher was 
present. 

@ @ Dick Wear of Anderson Clayton, 
New York was a recent visitor in San 
Francisco. 

@ @ The Western States Tea Associa- 
tion held its annual Christmas party last 
month at Gino’s. The group is never 
large, but it is select, and has held to- 
gether successfully for many years. 

Instead of having an entertainer, they 
furnished their own, and used the money 
to buy prizes. This proved very  satis- 
factory. 

Charlie Montague was the retiring 
president, and Fred Vance retiring secre- 
tary and treasurer. 

Among the guests were Abdul Sattar, 
vice consul of Pakistan ; Leo E. Kowal- 
ski, of the Transpacific Transportation 


Co., Neal Hopping of Hills Bros. Coffee, 
Inc. 

Jim Mahoney, though in another oc- 
cupation, finds that his spirit is still with 
the tea boy S. 

It was also a pleasure to see again 
the retired veteran of the tea trade, Dave 
Roberts. Dave, like Sir Thomas Lipton, 
came from Ireland. That background 
makes his Irish stories in dialect very 
entertaining 
eel). N. 
the Grace Line, was elected president of 
the Marine Exchange 
@ @ Bill Hughes returned last 
from an extensive business tour in the 
coffee countries, including Central Amer 
ica, Colombia and Peru 
@ @ Stanley Gleason returned to his 
office at M. J. B. after a sojourn in the 
hospital, where he underwent an oper 
ation 
@ e@ 7. B. (Tom) Shaken, sales manager 
for the Northern California territory of 
M. J. B., died last month. He had been 
with the firm for 31 years. 

@ @ The Macalbert Co., 244 California 
Street, recently became a member of 
PCCA M Albert, president 
ot the Borneo Sumatra Trading Corp., 
San Francisco, is president of the new 


Lillevand, vice president ot 


month 


formerly 


company 


Chicago 


@ 8 Alvin Cohn has been elevated to 
the presidency of the Continental Coffee 
Co., Chicago, said to be the nation’s 
largest purveyor of coffee to restaurants, 
hotels and institutions. Jacob Cohn, his 
father and president of the company since 
its founding in 1915, has become chair 
man of the board 

Alvin Cohn has been with Continental 
since 1941. He was vice president in 
charge of sales from 1953 until his 
present appointment. He is one of three 
of Jacob Cohn’s sons. All are in the 
business. Robert is vice president in 
charge of green coffee purchases and 
Stanley is vice president in charge of 
personnel and purchasing 

Continental has plants in’ Brooklyn, 
N. Y., Toledo, Ohio and Seattle, Wash- 
ington, in addition to Chicago. The 
company also produces tea, hot chocolate, 
spices, soup mixes, salad dressings, sauces, 
cream desserts and gelatin desserts, and 
a complete line of coffee brewing equip- 
ment for institutions. 


Alvin Cohn worked part time with the 
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while 
University, 


during high school and 
college at DePaul 
first fulltime job 
Chicagt Mr. Cohn 
New York City 
office before entering service in 1943 
He the Army for and a 
half and returned to 


1947 as 


Company 
attending 
Chicago. His 


route 


Was as a 
salesman in 
managed Continental's 

the 
was in three 
years, Chicago in 


assistant district manager, be 


later. Mr. Cohn is a_ section chairman 
of the Chicago Community Fund and a 
board of directors of the 


the Jewish Federa 


member of the 
Children’s 
tion of Chicago 


Jacob Cohn, who 


Jureau of 


this 


sold 


country 
coffee 
horse drawn 
teens. In 1915, 


came to 
old, 
house from a 
still in 


when he was 11 years 


house t 
his 


wagon while 


restaurants. At first he bought coffee 
roasted and ground, but by 1920 he was 
employing 15 people and roasting his 
own coffee at the rate of 10,000 Ibs. per 
week. Eight years later, he purchased a 
36,000 square foot plant at 371-5 West 
Ontario Street, which was Continental’s 
home until the present plant at 2550 
North Clybourne Avenue was opened in 


1957 


ming city sales manager three years he began selling 


Cc iffe Se 


exclusively — t 
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This which 


, ¢ Lark 
seven Latin American countries participated and which 


concluded was the Mexico Agreement, in 
provided for limitations on the flow of the coffees of 


those countries international markets. This agreement ex 
pired on September 30th, 1958. and the Latin American 
Coffee Agreement went into effect, de facto, the follow- 
ing day. More will be said presently about this latter 
agreement 

In Rio de Janeiro in January, 1958, represcntatives of 
the 14 Latin 
America and Portugal signed an agreement, the purpose 


ot 


principal coffee-producing countries of 


which ts to establish an International Coffee Organt- 


zation. The objectives of the I.C.O. would be worldwide 
promotion of cottee, together with economic and _ tech- 
nological research on the commodity. Subsequently, Bel 
gium and France have signed the agreement. It would 


enter into force upon ratification by two-thirds of the 


votes of the countries that signed the documents at the 
Rio conterence 

that 
coffee prices, together with declining prices of lead, zin 


Following conference, the downward trend in 


ind other primary commodities, brought about a concen 
tration by governments on the problem of how to arrest 
increase demand the 


and Recognizing 


States 


falling prices 


vravity of the situation, the United government 


innounced during Pan-American week its willingness 
to consult with other nations on programs which, as stated 
by Secretary of State Dulles, mitigate the grievous conse- 
quences of declines in prices and demand for imrortant 
commodities. Subsequent to Secretary Dulles’ statement 
of this new policy, the State Department cooperated with 
the coffee-producing countries of both hemispheres in con 
vening and carrying on discussions with the view of con 
cluding for immediate action 


agreement on a program 


and of conducting studies of the world coffee situation 
with respect to longer-term programs 

As a result of the discussions on how to deal with the 
immediate problem, (1) an aercement. known as the 
Latin Cottee 
was concluded last September by the representatives to the 


Washington meetings of the Latin American cottee-pro 


American 


Agreement, already mentioned, 


ducing countries; (2) France and Portugal, although not 
joining in the accord of the Western Hemisphere pro 
ducers, decided to adhere to a side agreement of their 
own making; (3) a committee with membership of both 
coffee-producing and coffee-importing countries, including 
among the latter the United States and certain European 
countries, was established to deal with the long-term 


176 


~AV\C 


if 


problems of coffee. 

The device to be used in improving the world coffee 
market is, both in the Latin American and in the Franco- 
Portuguese agreements, retention of coffee or a regulation 
of the volume of shipments into world markets. Under 
the Latin American Agreement there is a general formula 
for withholding coffee during the crop year 1958/59 and 
the Board of Directors for the Agreement have settled 
on export schedules for the period October 1, 1958, 
through March 31, 1959. By decision of the participating 
countries, these schedules may be modified at any time. 

The steps that have been taken during the past year by 
the coffee-producing countries, and by them and the cofttee- 
importing countries, to come together for discussion ot 
mutual problems and for decisions on concerted and 
continuing action, are important indeed. Ability to mect 
and map courses of action represent a developing sense of 
a unity of interest within the world coffee community and 
a developing sense of the need to deal with common prob- 
lems in a concerted rather than in an individual manner 
Those steps also imply that the interested governments, 
or most of them, recognize the necessity of protecting the 
market for an agricultural product such as coffee, rather 
than permit prices to find their own levels during a 


period of imbalance between supply and demand. 


Conclusion 


To conclude, the trends in the United States cofttec 
market in 1958 were favorable in that consumption rose 
at its historical rate. This development did not, however, 
manifest much dynamism in the industry. A rate of 
growth in coffee consumption higher than the rate of pop- 
ulation growth would be realized, of course, if coffee 
drinkers would drink at least the same number of cups 
per day, but of a stronger beverage. The promotion 
campaign underway to encourage people to make that 
change is in the right direction, but to have mass impact 
it will need much more financial support than is now 
available. 

Another favorable development was the growing reali- 
zation of the need for international action to improve the 
world coffee market. The policy of the United States 
government in this respect was most helpful. 

Declining prices and lagging sales to the United States, 
which purchases close to 60 of all coffee imports, were 
highly unfavorable developments. These events constitute 
a large part of the world coffee problem. Interrelated or 
separate problems are those of supply-demand imbalance, 
high taxes on coffee in certain countries and the need for 
expanded and intensified promotion programs in all 


markets offering high consumption potentials. 
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can Indian tea keep its world share? 


(Continued from page 163) 





A Socialist state like the U.S.S.R. is mechanizing its tea 
farm to a point where a new level of productive efficiency 
is being made possible. Without such innibitions as we have 
here against mechanization, East Africa, Ceylon and other 
producing countries may forge ahead as we ourselves did 
with the mechanical rollers, driers and sifters against China 
70 years ago. 

In 1952, India abruptly withdrew from the International 
Tea Market Expansion Board. This withdrawal, unwise and 
unproductive, is probably illustrative of capricious decisions 
intervening in the affairs of this great industry. Among 
the pioneers in world commodity agreements are the tea 
growers, and the extent to which the lapse of the agreement 
in 1955 and the immensely more difficult task of reviving it 
yas been complicated by the Indian walk-out in 1952 may 
not yet be known. While it is not possible to freeze ex- 
isting acreage and exports to a fixed figure and put the 
world tea industry under a regimen of strict controls, a co- 
ordinated policy of sensible restraints in the common in- 
terests had its merits. 

If these are some of the disturbing elements in the situ- 
ation there are certain facts which should give the industry 
in India a chance to fight for maintaining its world position. 

India produced 673,000,000 Ibs., the highest on record, 
and exported 437,500,000 Ibs. last year. The remainder has 
been internally absorbed without any sign of indigestion. In 
other words, more than a third of India’s gigantic pro 
duction is being absorbed in the domestic market 

India is to-day the world’s third largest tea market. 

From less than 4,000,000 Ibs. 60 years ago, the Indian 
market has expanded to absorb 235,000,000 Ibs., about 
145,000,000 Ibs. in the last 20 years. This marked growth 
in internal consumption is a reassuring factor against the 
uncertainties of the overseas markets 


industry has been maintaining its rise in pro- 
Planters 


Indian tea 
ductive efficiency by a steady increase in acreage. 
have been experimenting with higher yielding material, 
higher dosages of fertilizers, vegetative propagation and 
other improvements, and yields as high as 1,800 Ibs. of 
made tea per acre have been obtained. Individual fields have 
far exceeded this level, and with it producers hope to stand 
up to the labor and fiscal burdens placed on them. Th« 
problem is that while the rise in yield is a slow process, 
the increase in burdens have already occurred and_ pro 
ducers fear they may not have the time in which to mak¢ 
the readjustments. 

The Planning Commission has placed a target of 7,000,- 
000 Ibs. before the tea industry. Last year's actual output 
was 27,000,000 Ibs. or 4% short of the target. It requires 
9,000,000 Ibs. more South 18,000,000. Ibs 
from the North to make up the quota. Yet the proslem ts 


no: one of conforming to a national increase in target but 


from the and 


of a growth of teas in our internal economy 

There are some Rs. 360 crores sunk in the tea industry of 
India, and it annually produces crop valued at Rs. 160 to 
Rs. 180 crores, some Rs. 38 to Rs. 42 crores of it being ap- 


propriated by central and state governments in various forms 
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of taxes and duties. Calculated on the basis of the total 
tax burden on the land, tea in India is the most heavily taxed 
agricultural produce in the world. With such a weight upon 
it, the chances of successful competition with the East 
African or any other producers is undoubtedly difficult. 


coffee urn manufacturers 
look to new markets 


(Continued from page 69) 





spot. This is a natural for urn-brewed coffee, made by 
the gallon and served from insulated containers holding 
five to ten gallons each. The same sort of operation has 
expanded rapidly in industrial plants, where it is more 
“on the job” than have employees 
to a central dining room. 


convenient to serve 
travel—often long distances 
It is here that urns, in conjunction with insulated carriers, 
are finding a whole new market. 

Then there are the new markets that have barely been 
touched, Motels have grown up from the shanty-like 
cabins of the 1930's and are establishments 
combining the best aspects of hotels and vacation resorts 
Coffee, at least, is becoming a necessity, and completely 
equipped kitchens are becoming more and more common 
Drive-in movies are now supplying car heaters which 


Hot 


luxurious 


enable them to stay open as a year-round business. 


coffee is being served more and more here, and particular- 
ly in the colder months, creating a natural market for 


urns and carriers. 

In fact, we find coffee being brewed and dispensed 
wherever people congregate—and that’s just about every 
where. The convenience and economy of coffee urns for 
mass feeding just can't be beat. 

On second thought, the future of coffee urns isn't just 


good. It's WONDERFUL! 


é 


grading and classifying coffee 
for the U. S. Armed Forces 


(Continued trom P 1k 63) 





and 


both government 


have maintained the confidence of 


industry in 18 years of essential service 

The U.S, Army Coffee Advisory Committee is the oldest 
standing committee of the National Coffee Association, but 
1958 James M. O'Connor of New York 


Duff of San Francisco are retiring. Thus 


at the end of 

City and John E 
is brought to a close the careers of two members of the com 
mittee, whose integrity and devotion to the task entrusted 


I shall 


miss their advice and counsel and especially our frequent 


to them have become a byword in the coffee trade 


contacts during the years we worked together. To each I ex- 
tend my sincere wishes for health and happiness and many 


years to enjoy them 


Only soluble plant in Brazil 
The only existing plant to make soluble coffee in Brazil 


is a subsidiary of an international concern 


ee7 








1 Reburlt 


Modern Rebuilt Machinery 
AVAILABLE AT GREAT SAVINGS 


Prompt Deliveries 


Pneumatic Scale Automatic Carton 
Feeder, Bottom Sealer and Top Sealer 
with al interconnecting conveyors. 

Pneumatic Scale Tite Wrap Machine. 

Package Machinery Co. Models FA, 
FA2, FA3, FA4 cellophane or wax 
Wrappers, with or without Electric 
Eye. 

Hayssen, Scandia, Battle Creek Box 
Wrappers. 

Ceco Models A390I and 49-18 Adjust- 
able Automatic Cartoners. 

Package Machinery Model C Transwrap 
& Hayssen Model F Compaks. 

Burns Thermalo 23R Coffee Roasters. 

Burns No. 7, '/2 bag Roaster Unit. 

Burns 2 and 4 bag Jubilee Roasters. 

12 and No. 14 Grinders. 


Burns 5 bag Roasters, gas or coal fired. 


Burns No. 


Bauer Air Separators. 

Bauer and Burns Stoners. 

Standard Knapp 429 Carton Sealer. 

Fitzpatrick Stainless Steel Comminuters. 

Stokes & Smith Models Gi, G2, HG84, 
HG87 and HG88 Auger Fillers. 


Knapp, CRCO and Burt 


Labelers. 


Wraparound 


Complete Details & Prices on Request 


Union Standard Equipment Co. 
318-322 Lafayette St 167 North May St 
New York 12, N. Y Chicago, Illinois 
CAnal 6-5333 SEely 3-7845 








BETTER COFFEE 


can be made in 


Clean Equipment 
Write for a sample package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 
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YOUR 
BRAND YOUR 


INSTANT BRAND 


COFFEE INSTANT 
TEA 


YOUR 
TWO BEST 
MONEY-MAKERS 


Your Brand Instant Coffee has always brought you higher 
profits than regular brands. 

Now Your Brand Instant Tea doubles the sales appeal 

of your store and your “instant” shelves . . . and 
doubles the profit you’re accustomed to make. 

Feature both Your Brand Instant Coffee and Your 


Brand Instant Tea. 


They’re the two best dollar-making friends you have. 


YOUR PRIVATE LABEL IS YOUR GUARANTEE OF PROFIT 
4 
E Manufacturing Corporation 
® 


SOLUBLE 
180-04 BRINKERHOFF AVENUE + JAMAICA 33, N. Y. 





GREETINGS 
TO THE 1959 
, COFFEE CONVENTION 
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“THE BLEND'S THE THING!” 


. . . with HOLLAND HOUSE coffee (regular 
and instant) and HOLLAND HOUSE tea, 
exclusive products of the Eppens, Smith 
Company, Inc. 


Established 
ISSS 


EPPENS, SMITH CO., INC. 
520 Secaucus Rd. Secaucus, N. J. 


LOngacre (N. Y.) 3-6264 


The extensive facilities of Eppens, Smith Co., Inc.'s 
modern, new plant can be put to work for you, roast- 
ing, blending and packing your own private label 
brand coffee or tea. 


COFFEE SERVICE 


Since 1855 we have been Importers and Jobbers of 
a full line of green coffees, Roasters, Blenders, and 
Packers of highest quality coffee. Our service in- 
cludes: supplying green coffee, roasting and blending 
to your specifications, packing under your label. . . 
including instant coffee: samples of your coffee 
matched and prices quoted. 


TEA SERVICE 


Since 1855 we have been direct importers of teas 
from all tea producing countries. We, therefore can 
supply you with all your requirements for bulk tea, 
and tea bags. We will pack to your specifications 
and under your label. 


Our modern plant, conveniently located for highway 
and rail transportation, plus the Eppens, Smith 
Company's 102 years of experience, assure you the 
lowest prices for quality products, and the utmost in 
dependable service. 


Ted Seidel, Manager, Baltimore 
4033 West Rogers Ave 

E. Lee Foster, Manager, Boston 
156 State St 

Herbert Powers, Manager, Phila 
53 Front St 

F. M. Bade, Buying Office 
100 Front St., New York 


UNion 5-0200 
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